



=, 
“ 





BOOT ann SHOE 
RECORDER 


with which is combined 


THE SHOE RETAILER 
CHESTNUT AND 56TH STS., PHILADELPHIA, PA. 


Sales Offices 
DECEMBER 7, 1935 239 WEST 39TH STREET NEW YORK, N. Y. 







VOLUME 108 NUMBER 14 














I IN THIS ISSUE 






Voice of the Trade........ 
EVERIT B. TERHUNE, President cice of the Trade a 


WILLIAM M. LEBRECHT, 
Executive Vice-President 













You Steal My Customers While | Steal Yours. . 





Vice-Presidents 


ARTHUR D. ANDERSON What the New Social Security Means to Merchants . @ 
H. WALTER SCOTT 
BERNARD C. BOWEN Crepe Stockings in the Spotlight. . 24 


LAWRENCE F. DUTTON 
HUGH M. BOWEN 


anne ds aie Formal Footwear Windows . 26 


The Editor's Outlook . 





EDITORIAL STAFF 


ARTHUR D. ANDERSON, Editor 
RAYMOND L, FITZGERALD, Managing Editor 
OWEN A. THOMAS, Associate Editor 
HARRY R. TERHUNE, Field Editor How Coward Sells High Shoes Ate . 36 
RUTH HARRINGTON, Fashion Editor 

JOHN J. REILLY, Art Editor 
HERBERT B. GOODRIDGE, Make-Up Editor 


The Younger Generation . —— 












Young America Wears Pull-On Boots 










N.S.R.A. News Bulletin . 


Shoe News ..... 


Copyright 1935 by Chilton Company (Incorporated) 









Owned and Published by 


© 


CHILTON COMPANY 





ADVERTISING STAFF 


S. G. KRIVIT, E. B. TERHUNE, JR, L. F. DUTTON, E. P. LINGHAM, GOR- 
(Incorporated) 239 West 39th St, New York, 'N: DON SCOTT, FREDERICK A. RUS- 
Telephone: Pennsylvania 6-1160. SELL, 140 Federal St., Boston, Mass. 


Executive Offices: 


Chestnut and 56th Streets, Philadelphia, Pa. B. C. BOWEN, PHILLIPS G. CTERHUNE, 
C. A. MUSSELMAN, President ROBERT A. GALLAGH 209 S. 





Telephone: Liberty 4460. 


















State St., Chicago, Ill. 5 ot ae 
FRITZ J. FRANK, Executive Vice-President Wabash 8058. 
Vice-Presidents H. WALTER SCOTT, Chestnut and 56th 
HUGH M. BOWEN, 1627 Locust St., St. Sts., Philadelphia, Pa. Telephone: 
Seer ee Sener ae Louis, Mo. Telephone: Garfield 3347. Sherwood 1424. 


JOSEPH S. HILDRETH 
GEORGE H. GRIFFITHS 
EVERIT B. TERHUNE 
ERNEST C. HASTINGS 


WILLIAM A. BARBER, Treasurer Published every Saturday. Subscription Price: United States and Possessions, Mexico, Cuba, $3.00. 
JOHN BLAIR MOFFETT, Secretary Canada, $2.60 extra; Foreign, $10.00 a year. Single copy 25 cents. 





Member, Audit Bureau of Circulations: Member, Associated Business Papers. 





~this demonstration 


PROVES IT 


All shoes look pretty much alike in the 
window, over a price rahige of several 
dollars — so chain stores get a lion’s 
share of the business. 


But this idea is different. It stops men— 
pulls them in—and gives you an oppor- 
tunity for the first job of genuine spe- 
cialty salesmanship ever possible on a 
shoe retailer’s floor. 


The remarkable selling points which 
make these results possible are actually 
built into the patented construction of 
the shoes. All-sewed—nailless—flexible 
—these shoes attract the customer’s im- 
mediate attention and interest. It is easy 
to make a sale on the spot—at a higher average price than 
the same customer would ordinarily pay. 


The most astonishing thing about this idea is the speed 
with which it builds up and repeats at retail. Actual 
check shows that 50 per cent of sales are made to friends 
sent in by customers. You are continually recruiting an 
army of boosters at no cost, when you sell these shoes. 
Retailers have even received testimonial letters; did you 
ever hear of that before, in the shoe business? 

This is a proposition that deserves your immediate investigation. 
Write or wire for complete information, including the remark- 
able Crosby Square Shoe Fitter’s Manual, to WALTER BOOTH 
SHOE COMPANY, 302 N. Broadway, Milwaukee, Wisconsin. 


STYLED IN 


Tr - ‘i 


BOOT AND SHOE RECORDER, December 7, 1935 


FLEXIBILITY jis just one of the dramatic selling points in the Crosby Square 


Flexible Demonstration. It means NO BRE. 


G IN—the comfort of an old 


house slipper the first day. The shoe bends, —, stretches, just as Nature 


intended the human foot to go—doing away with t 


most foot troubles. 


SELF-SUPPORTING ARCH. The 
weight of the body forms a live natur- 
al arch that holds at every step — giving 
real support without the crampin 

deadening effect of a rigid steel shank. 


e resistance which causes 


100% SEWED—NO NAILS. Sewed 
from tip of toe to back of heel with 
100% Goodyear welt. No more bumpy 
nail-ends under tender, sensitive heels. 


CUSHIONED. Springy cork cushion 
extends all the way from toe to heel 
—acting as a shock absorber anc in- 
sulation against hot or icy-cold pave- 
ments. 


SELF-SUPPORTING 


THE SPIRIT OF CROSBY SQUARE AUTHENTIC FASHIONS 





When writing advertisers please mention Boot and Shoe Recorder 
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CANADIAN merchants, 200 
strong, plan to come to the conven- 
tions in Chicago, January 6, 7, 8 
and 9. They have been welcome 
guests for many years. They will 
be much more neighborly now that 
economic unity has been achieved 
by our reciprocal trade agreement. 
Here’s what a leading shoe man in 
Canada writes: 








“Moreover, Canadians have been 
buying two dollars’ worth of goods 
in the United States for every dol- 
lar spent by Americans in Canada. 
Such disparity could not continue. 
The Americans have between three 
and four billions of dollars invested 
in Canada. The only possible way 
they could have protected that in- 
vestment was by undoing the untold 
trade damage effected by the Ford- 
ney-McCumber and Hawley-Smoot 
tariff scales. 

“These outrageous tariffs have 
established such an artificial trade 
relationship between Canada and 
the United States that many individ- 
ual and incidental phases of the sit- 
uation will require special ironing 
out. Many small injustices will 
have to have special attention. But 
the great good accomplished by this 
treaty is recognition of the prin- 


boot and Shoe kecorder 


VOICE of the TRADE 


ciple that the economics of Canada 
and the United States are one and 
indivisible. They are inseparable 
because the North American con- 
tinent is a functional organic unit. 
You cannot separate the parts of the 
body and you cannot separate the 
parts of the North American con- 
tinent. 

“Canada and the United States, 
the two great nations of the con- 
tinent, have got to work their way 
out together. Tariff barriers and 
all other mythical obstacles to the 
free development and free move- 
ment of goods and ideas and ener- 
gies belong to yesterday.” 


* * * 


ABE COONAN of the William 
Hahn Company, Washington, D. C., 
says: 


ov. FAITHEy 





“The miracle of money is that the 
consumer shoe credits have been as 
good as they have been during the 
entire period of the depression. It 
just proves that the American pub- 
lic is 99 per cent honest. It pays 
and pays and pays—even though 
at times it may be slow. Bank 
credits and commercial credits of 
all kinds had to be liquidated with 
great losses. The public’s account 
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with stores over the years has 
proven the inherent honesty of the 
American people. 

“It is a joy to a credit man to 
sense this feeling of obligation on 
the part of the public.” 


* * * 


MIAX LACKNER, shoe buyer for 
The May Co. Denver store, says: 








“Right now we are real happy 
over the price situation. There is 
no sales resistance on the part of 
the consumers. People are buying 
quality merchandise and are not 
afraid of spending good money for 
good shoes. Salespeople are not 
afraid of showing their top grades. 
One of our best men in point of 
selling the finer grades of shoes 
recently came to us from a popular 
priced shoe store whose prices were 
$3.95 and $4.95. He tells that it 
was almost impossible to raise a 
customer a single dollar in his 
former connection, while in our 
shoe department it is comparatively 
easy to jump a woman from a $6.00 
shoe to one costing twice that 
amount. 

“Unit sales are considerably bet- 
ter than they have been for years. 
The reason for this is positively 
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due to our living in a style era. 
Even the woman purchasing a util- 
ity shoe demands and gets style- 
ful footwear. All of us in the in- 
dustry must create more and more 
salable styles in order to keep the 
people shoe fashion conscious.” 


* * * 


EN the Census of Business, begin- 
ning January 2 and covering the 
calendar year 1935, will be provid- 
ed a thorough coverage of the dis- 
tribution of footwear. 

For all stores with an annual 
volume of $50,000 or more, figures 
will be obtained on the sales of 
men’s and boys’ leather, on misses’ 
and girls’ leather footwear, and on 
women’s leather footwear, on rub- 
ber footwear, and all other foot- 
wear. These statistics will be tabu- 
lated by kinds of business which 
will show the amount of footwear 
sold in various lines of trade. 

From wholesale establishments 
will also be obtained figures on the 
sales of men’s and boys’ leather 
footwear, on men’s and boys’ rub- 
ber footwear, on women’s and chil- 
dren’s leather footwear, on women’s 
and children’s rubber footwear, on 
infants’ footwear, and all other foot- 
wear. 

* * * 

LOUIS HARTMAN of Hannah- 
sons Shoe Company, Haverhill, 
made a trip west recently. All he 
had to do was phone his old friend, 
Louis Mayer, of Metro, Goldwyn, 
Mayer studio, Hollywood and the 
key to the lot was turned over to 
him and his wife. 
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The trip, Hartman insists, was 
made strictly for pleasure purposes. 
But once a style-scout, always a 
style-scout. So his sharp eye missed 
nothing in the style field either on 
the lot, in the stores, or in the west- 
ern factories. 

It has been his custom, lucky fel- 
low, to hit the high spots in Florida 
every January. He finds that the 
general style trends noticeable there 
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— "If Advertising is so effective," 
asks friend Zilch, "Why don't all 


concerns advertise?" 
—The answer is obvious, Mr. Zilch. 


—All men don't live to the pro- 
verbial age of three score years 
and ten because of the inexorable 
law of the survival of the fittest. 

—All concerns don't advertise be- 
cause only a small percentage of 
those in business have the stamina 
or the right to stay in business 
over a limited period of time. 


—Advertising is the siren horn that 
clears the road ahead of obstacles 
and obstructions. 


—It takes courage to advertise. 


—lIt takes courage to be a success 
in business. 


Sie 6 TOs 


President 





hold good for the following season 
the country over. 

“Buy ’em light, but buy ’em 
often,” is his advice to retailers, 
even to the biggest in the business 
who, incidentally, are among his 
customers. “No retailer can foretell 
the sizes he will sell in any partic- 
ular style. So he should order only 
a skeleton stock at first, then re- 
order, reorder, reorder. 

“Even we at the factory cannot 
foretell sizes, so we too work on 
a daily reorder plan that has cut 
our stock in half while doubling 
our business. We too start every 
shoe off with only a comparatively 
small run. Then every day as orders 
come in we put into the works the 
sizes sold that day, and a fast pro- 
duction schedule brings them 
through to the finishing room— 
just what we need when we need it. 

“Thus we keep that original run 
of sizes rolling in and rolling out 
with no shorting of any size and 








1935 





no excess of any other size. But you 
notice we don’t gamble on sizes. 
And we don’t want our customers 
to gamble on sizes either. 

“The oftener you take sizes the 
less often you'll take markdowns.” 


* * * 


THE simple arithmetic of shoes: 
Shoe production totals to 360,000,- 
000 pairs annually (round num- 
bers). Production hours are 40 per 
week for 50 weeks of the year (also 
round numbers) and the total is 
2000 hours a year. This figures out 
to 180,000 pairs an hour, 3000 
pairs a minute and 50 pairs a 
second. That’s the rate of factory 
output. 
* * * 

GEORGE DEWEY was in Marble- 
head, Mass., recently to visit his 
father, Charles I. Dewey, who has 
conducted a Chinese laundry for 
some years; and the current story 
is that the younger Mr. Dewey is 
planning to start a factory in Can- 
ton, China, for the manufacture of 
shoes by modern methods. The 
senior Mr. Dewey dropped his 
Chinese name and took that of 
Dewey during the Spanish-Amer- 
ican war when Admiral Dewey was 
a popular hero. 


* * * 


WPULL-OVER problems in England 
continue. Frank Silverman, repre- 
senting a New York style studio, is 
charged with evasion of custom 
duties on 310 shoe pull-overs im- 
ported into England. The pull-over 
models were purchased for £4 each. 





He contended that they had a 
value of $1 each and that $19 was 
added to cover designing fees. He 
maintained that he sold the origin- 
ality of an idea and that the pull- 
over was simply the expression of 
that idea. Merchants testified in his 
behalf that the pull-over was not 
even a model. It was a demonstra- 
tion of an idea and that it never 
became a finished sho€, as such. 

Nevertheless he was fined a total 
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of £100 but he has intimated his 
intention of appealing. It will be 
interesting to see the outcome of the 
case because the scheme of produc- 
ing ideas and selling them in pull- 
over manner is a wholly new phase 
in industry. 
* * * 


T. ARTHUR COHEN, president of 
the New York State Shoe Retailers 
Association, was guest of honor at 
a meeting of the Schenectady Shoe 
Retailers at the Hotel Mohawk on 
November 21. In compliment to 
his leadership, the group unani- 
mously voted a contribution to the 
state treasury. 

The Schenectady Retailers who 
are all members of the Capitol Dis- 
trict Shoe Retailers Association 
comprising Albany, Troy, Schenec- 
tady and Cohoes voted to turn over 
all funds held in the Schenectady 
lreasury to the State Association, 
this amount $150 was left over 
from the Schenectady convention in 
1932. 

The Capitol District Association 
is the strongest association affiliated 
with State Association and has 
ample funds and membership, 
hence this money was voted to the 
parent association. 


* * * 


BBARNARD SOLAR, president of 
the Compo Shoe Machinery Cor- 
poration, says: 

“The production of Compo shoes 
for the first nine months of 1935 
was 28,831,112—an increase of 
nearly three million pairs, or 11.5 
per cent. The production was in- 
creased to 31,549,490 pairs in Octo- 
ber, showing an increase of 34.4 
per cent for October, 1935, as com- 
pared with October, 1934, and an 
increase of 13.2 per cent for the 
first 10 months. 

“The production of Sbicca-Meth- 
od shoes for the 10 months shows 
over 414 million pairs, as against 
1144 million pairs in 1934, or an 
increase of 170.4 per cent.” 


* * * 


HEARRY A. GIBSON, shoe buyer 
for the Wm. Hengerer Company of 
Buffalo, reports: 

“Our store is so optimistic over 
current and future business condi- 


tions that orders came down to the 
buyers to have complete stocks at 
all times. When the store manage- 
ment is deeply concerned over each 
department buyer maintaining com- 
plete stocks and to encourage these 
buyers to keep these stocks at peak 
efficiency, then a buyer is put right 
on his mettle as a producer. But 
what a feeling it gives a man to 
know that he can go out and have 
all his careful purchases confirmed 
without question.” 


* * * 


WILLIAM GIRDNER of the Na- 
tional Council of Shoe Retailers, 
says: 

“The Social Security Board plans 
to have a card index completed 
which will show the exact age of 
every man, woman and child listed 
in the 1900 census. This will be 
necessary since the Act requires 
proof of age before the benefits are 
paid. Census Bureau records are 
accepted by the Court as proof of 
age. The census records are kept 
in large bound volumes—classified 
by geographical districts. They 
will have to be reclassified alpha- 
betically—which is a job that will 
keep thousands of WPA workers 
busy for some months. 

“(The 1900 Census was the only 
Census which carried the year and 
month of birth of all individuals). 


“GRAHAM 
HUNTER = 
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"If it isn't too much trouble, I'd like to see that pair." 
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“The Board has not yet decided 
what proof of age it will accept, 
other than the proofs now accept- 
able to the State Pension Boards— 
which accept Census records and 
birth records. 

“The question has arisen as to 
how identities can be traced after 
thirty-five years without some posi- 
tive methods such as finger-print- 
ing. Some of those now working 
on the project are convinced that 
this will be necessary in the future.” 


* * * 


WILLIAM A. HARRIS, shoe buy- 
er for Washer Bros., Fort Worth, 
Tex., says: 

“The South made money on 
suedes this year, for the first time in 
a long while. We all were able to 
clean out our stocks at a profit be- 
cause none of us met with any sales 
resistance. Here is something else 
important down our way—the en- 
tire South is going more and more 
to welts and welt types than ever 
before. Square toes are definitely 
salable in every height heel—even 
in the top grades. 

“I am firmly convinced that the 
white season will open early and 
strong with us. Our Palm Beach 
promotions will be white and white 
and white. White shoes will be very 
important in our Spring buying 
plans.” 
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WELL, in our business, a seller first to the customers 
who for years and years have been coming into our 
shop, expecting to find the certain kind of merchandise 
to which they have been accustomed. The certain qual- 
ity, the certain types, the certain price range. Thanks 
to heaven for that grand old army of steady customers! 

In every one of the shops you represent, the facts 
undoubtedly show that the greatest percentage of busi- 
ness comes from that loyal first group, “steady cus- 
tomers.” 

The second group you sell is that small minority, 
“the other fellow’s customers.” 

We'll forget about them for the next few minutes 
and stick to the old customers for a while, for the more 
you know about selling them, the more you know how 
to buy for them. 

Have you ever given thought to why, in your own 
business, there is that constant loss of old customers? 
Why new ones come and old ones go—why that rapid 
turnover of old customers must exist? There must be 
reasons. In the shoe business I have a faint idea that 
I know why. 

Now, I happen to be a great believer in the direct- 
by-mail, follow-up system, and I’ve spent plenty of my 
appropriations for that form of advertising. Yet the 
best average I could maintain through the years was 
60 per cent come-back. Maybe that was a good per- 
centage as compared to other shoe shops—I dor.’t know; 
but I do know that day in and day out somebody took 
40 per cent of my old customers away. True, I also 
took 40 per cent of somebody else’s customers, but why 
this loss and gain? Outside of the apparent reasons 
which we all can think of, there must have been some 
basic reason—and that reason, I firmly believe, was 
that we spent more time, more advertising money, in- 
vested in more shoe stock, to steal the other fellow’s 
customers than we did to prevent him from stealing 
ours! We spent too much of everything to sell people 
whose needs we did not know, and not enough for those 
whose needs we should have known. Particularly did 
this apply to our purchases or “buys.” 

I feel safe in saying that had I done a perfect job 
we could have had 80 per cent of our old customers 
coming back all the time. 


A **Seller’’— to whom? 
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YOU Steal My Customers 


A Seller! What a glorious title! 






If you follow me, and for the moment agree 
that my facts are nearly correct, then we find 
that the shoe shop, or any other shop that has 
80 per cent of its customers constantly coming 
back, must buy the kind of merchandise that that 
80 per cent wants. 

Now, who usually does that buying? A person who 
is called a “buyer.” I dislike that word, and I dislike 
that word because of the definition that Webster gives 
it! I’m afraid too many of us live up to it. Here’s 
the definition: “A Buyer—one who acquires property 
by giving a price”—and, to make it worse, this is what 
follows: “Purchasing as opposed to selling.” Laugh 
that off! Oh, I know that Webster may have meant 
another kind of buyer, but his definition affords me the 
opportunity to indict those buyers who are not “sell- 
ers.” How much better this definition would be: “A 
Buyer—one who acquires property by giving a price, 
with the definite idea of to whom, where, and when, he 
will sell this property at a higher price.” 

Now let’s get down to the shoe business. Let’s see 
how difficult it is for a “buyer” to acquire shoes, by 
giving a price with the definite idea of selling these 
shoes to the 80 per cent of his customers who come 
back—day in and day out. 

In the specialty shoe shop we have a product that is 
so different from any other part of a woman’s or man’s 
apparel that you would be astonished at the simplicity 
of our “buy” were you close to us. 

Because there are such things as lasts to which peo- 
ple become accustomed—because there are such things 
as different heel heights which people can or cannot 
wear, because there are such things as operas, oxfords 
and straps, it becomes a matter of how efficient your 
buying office records are, as to whether, for those 80 
per cent of your customers, you have the right lasts, 
heels or types in your “buy” for any particular season. 

Why, then, a buyer? Why not an office man? Be- 
cause, unfortunately, your records show only what sales 
you have made, and not what you have lost. So, unless 
that buyer is on the floor constantly, watching, inter- 
viewing and even selling, then, in my opinion, he is no! 
needed. Then the office man, equipped with full knowl- 
edge of past performances, plus the assistance of your 
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While 
I Steal 
YOURS 


WE spent more time, more advertising money, 
invested in more shoe stock, to steal the other 
fellow's customers, than we did to prevent him 
from stealing ours! We spent too much of every- 
thing to sell people whose needs we did not 
know, and not enough for those whose needs 


we should have known. 


by ARTHUR A. LIVERS, 
MANAGER, FRANK BROTHERS 
Fifth Avenue, N. Y. 


best shoe salesman, can comfortably and satisfactorily 
buy your needs for the coming season for those 80 per 
cent of your old customers. 

How many of the buyers in your own businesses 
spend as much time on the floor as they should? 
How many of them take over a customer and 
sell her, when the salesperson fails? How many 
of your buyers know why. their customers walk 
out without buying P 

Please get my story right—the good shoe buyer di- 
vides himself in two; first, his duty to his old customers 
—give them what they are accustomed to finding—he’ll 
know what, if he follows the fundamentals I’ve dis- 
cussed! 

Now for the other part of his job—his duty to bring 
in new customers—selling again! 

I’ve been asked to show, in concrete form, that second 
part of the buyer’s job. I have been associated with 
Frank Brothers for only two years, and because of a 
very limited appropriation for advertising and promo- 
tion I haven’t been able to do very much to steal away 
the other fellow’s customers. Yes, I’ve been smart 
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enough to go around and dig up some very interesting 

new ideas in shoes, and I’ve been able to show in my 
windows the types of shoes similar to my competitors, 
in the hopes that their customers might stop, look and 
come in. It has helped. Unfortunately, the average 
“buyer” tries very hard to be a “creator”—and usually 
fails. Manufacturers, too, have styles more or less so 
similar that nothing is new or seldom stays new in 
shoes. So it’s not so easy to steal the other fellow’s 
customers and also hold on to your own. 

In all my years of attempting to steal away the 
other fellow’s customers, I never bought shoes 
without a definite idea of how I was to sell them. 
I’ve bought as many as 20,000 pairs of shoes at 
one time, and when I allotted the 16,000 pairs for 
my old customers, I knew just how I was going to 
sell the other 4000 pairs. Mentally, I trimmed 
my windows, wrote the headlines for my ads, pic- 
tured my direct-by-mail folder, and heard myself 
talking to the shoe salesmen in our shops—telling 
the whys and the wherefores—the reasons for, and 
[TURN TO PAGE 40, PLEASE] 
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WHAT THE NEW 


SOCIAL SECURITY 


Objectives of the New Unemployment Insurance 


and Old Age Pension Laws, How They Will Work 


Out in Practice and What They Wili Mean to 


Retail Merchants in Taxation and Compliance 


IN the closing days of Congress last August, a plan 
of “Social Security” was adopted for the United States, 
so far-reaching in its effects that it may outlast any 
other scheme of the New Deal. This plan brings upon 
us, almost at once, unemployment insurance for the 
nation and old-age pensions after 65 for all, along 
with national relief for the blind and other helpless 
persons. 

The benefits to our people are most desirable: insur- 
ance against the hardships of losing a job and a 
pension for old-age (or a lump payment in case of 
death). The burden is, however, laid upon “industry” 
—which means “all employers.” The money is to be 
collected through a tax upon employers, and, in that 
manner, the payments will become an added cost to 
business. The merchant will feel the burden immedi- 
ately, with its heavy hand first laid into his cash drawer 
on Jan. 1, 1936. 

The new Social Security law is highly complicated. 
So far as the merchant is concerned it consists of two 
portions: 

First. Insurance against unemployment is provided 
by giving to the man out of a job, regardless of the 
cause, compensation after a brief “waiting period.” 
The amount of unemployed compensation varies with 
the length of previous employment, the wage received, 
etc., on a schedule too complicated to give in this place. 

More important, because it begins immediately, is 
the tax for this unemployment relief. From the first 
day of next January, the employer will be taxed by 
the Federal Government one per cent on his total pay- 
roll if he employs eight persons or more. This tax will 
become 2 per cent in 1937; 3 per cent in 1938. Eight 
states have already passed cooperative laws, and, in 
some of them, the tax is imposed for less than 8 em- 
ployees, as shown in this schedule: 


by H. A. HARING 
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This tax, for unemployment compensation, must be 
paid by the employer. The law forbids him to pass it 
on to the worker in any form. 

Second. A pension against old-age, after 65, is also 
provided; or, in case of death before 65, a single pay- 
ment is to be made to the family. Here, again, the 
benefits vary with age, wages earned, length of employ- 
ment and some other circumstances which we cannot 
detail. 

For this second purpose, old-age pensioning, the tax 
likewise applies to the payroll. It begins one year 
later, i.e., January, 1937. In addition, however, to the 
employer’s tax he is made tax-collector (without pay, 
of course) for an additional tax to be deducted from 
the pay of his workers. In case the deduction is not 
made, or is insufficiently made, the employer must 
make good the difference. In fact, the Government 
holds the employer liable for the workers’ payments. 

The new Federal law is confusing for the reason 
that it combines under the term “Social Security,” 
two things. One is unemployment insurance—to lessen 
the hardships of unemployment—and the other is 
old-age pensions—to provide some income for workers 
after the age of 65. 


ee 
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MEANS TO A SHOE MERCHANT 


SUMMARY OF STATE UNEMPLOYMENT COMPENSATION LAWS 
Prepared by the Social Security Board, Washington 
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The tax, for support of these two plans is equally 
complicated. The tax for one purpose begins with 
January of 1936; for the other, one year later. Pos- 
sibly the following table will picture how the tax will 
fall for Federal purposes only: 


Unemployment Old-Age Pen- Employees’ Total 
Tax: Paid sion Tax: Tax: Paid Federal 
Wholly by Paid by by Employer Tax 
Employer Employer and Deducted 
from Workers’ 
«Calendar Year 


1936 

1937 

1938, 1939 

1940, 1941, 1942 
1943, 1944, 1945 
1946, 1947, 1948 

1949 and thereafter. . 


% 
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This is the Federal tax. 

In order to benefit, each state must enact coopera- 
tive laws. And, the states may add to the above taxes 
either (1) for the fund itself or (2) for the cost of 
state administration. Should the state tax be less than 
Federal totals, the employer must pay the Federal 
sum. If the state taxes him more, the burden on the 
employer is that much the heavier. 

Both these new taxes strike the merchant yet further. 

The law makes the tax “follow the goods.” Much 
as a tax on real estate “follows the title” so this Social 
Security levy is sure of collection. For, in case the 
tax be not paid and the required reports filed, the 

[TURN TO PAGE 43, PLEASE] 








THE excitement of the moment in hosiery is crepe 
twists. Many mills are making them now. Many more 
are working on crepes for their Spring lines. In the 
opinion of many merchants this construction is the 
coming thing in stockings. They see it as a way to make 
the sheer stocking give better service. They see it as a 
means of making dollar customers out of 79-cent 
buyers! 

The shoe store is naturally interested in any such 
development. For the average shoe store, with its 
comparatively small hosiery volume must keep “trading 
up” its business. And the shoe store, too, has a clientele 
that is keenly critical of wearing quality in a stocking. 

Just what is crepe twist and how does it accomplish 
the results claimed for it. 

The original crepe twist was a stocking with threads 
twisted so tightly, as high as 72 turns to the inch, that 
the creping of the silk was very obvious. Its texture 
was harsh to the touch and lustreless to the point of 
looking like cotton. 

This construction was promoted as a “tailored” stock- 
ing in the heavier weights, a substitute for the usual 
service weights, to wear with tweeds and other heavier 
sports clothes. While it was—and is—an appropriate 
stocking for this purpose, its appeal is limited. Women 
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CREPE STOCKINGS 


continue to want sheerness even while they complain 
about the wearing qualities of sheer hosiery! 

The newer crepe twists are an effort to combine 
sheer effect with increased wearing qualities. They 
are not as extreme in their twist as the original crepes, 
averaging 40 turns to the inch instead of 70. At a short 
distance there is no startling difference between them 
and stockings of regular construction. As you look 
more closely, however, you see that the texture is duller, 
smoother, flatter. The crepe yarn has a tendency to 
camouflage the wales or ribs and to give an even, 
all-over texture, which reflects less light and, therefore, 
has less shine. 

The new crepes are made in stockings for all occa- 
sions—and their chief selling argument is that a four 
thread in this new twist looks as sheer as a four thread 
in other stockings, because their creped thread becomes 
so fine in the twisting. 

Obviously this makes them wear better, too, because 
the more actual silk used in a stocking the more mate- 
rial there is to withstand friction. If a woman wears 
a four thread instead of a three thread, she can expect 
more substantial service. And if she can get three 


thread wear with four thread service, so much the 
better! 
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by 
RUTH HARRINGTON 


The crepe twist also makes silk thread 
firmer and more resistant to snags and 
runs—the chief cause of short life in 
hosiery. Another result of this special 
twist is greater elasticity. A crepe stock- 
ing adjusts itself more easily to the 
wearer's movements. There are three rea- 
sons, therefore, why a crepe stocking, 
properly made, can be expected to give 
increased wear. It contains more actual 
silk to withstand friction, it resists snags, 
it is more flexible under strain. 

The phrase “properly made” is used 
advisedly, because crepe construction is 
not yet generally perfected. The twist must 
be just right or the threads will “back- 


The SPOTLIGHT 


These new high twists promise to make sheer 
stockings more serviceable 
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curl” and the stocking develops a corkscrew effect when hung up. 
A good way to test this, is to wet a crepe stocking and see 
whether the seams stay straight or go into a spiral bend! Various 
devices are used to prevent this—notably the combining of un- 
twisted or “tram” thread with the high-twist thread at some 
stage of the process. This acts like a brake on the back-curling 
tendency. Such a method is illustrated in our diagram. 


ANOTHER difficulty is over resiliency. A crepe stocking may be 
so flexible that a pair of average proportions turns out to be 
opera length after two or three washings! 

All this means that a merchant must be cautious about buying 
crepe stockings. It means, too, that a crepe stocking cannot be 
made satisfactorily at a cheap price. The thread is so hard to 
handle that there is much more waste than in the manufacture of 
stockings of ordinary construction. Crepes are a “headache to 
handle,” as one mill man put it. And the price of these head- 
aches must be figured in the cost of the hosiery itself. 

There is not doubt, however, that this new construction is a 
definite forward step . . . something that every forward looking 
merchant should consider for its possibilities of greater profit and 
greater customer satisfaction. 
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Evening Slippers Lend Themselves to Lavish 


Presentation and Profitable Promotion 


around Holiday Time 





Colored fans, handbags and other accessories accented the 
brilliance of this evening footwear display by Lord & Taylor, 
New York. The unusual display fixtures enhance its interest, 
while providing an effective medium for showing the shoes. 


NOW we come into the season of glamorous shoe 
windows, filled with beautiful evening and formal 
footwear, appropriate for the gay and festive social 
gatherings that center around the holiday season. For 
some weeks past, shoe stores and department stores 
have been promoting the more formal types of shoes, 
and the interest in them will grow from week to week 
from now until the New Year. 

Nothing that the shoe store has to sell lends itself 
to beautiful and lavish window presentation quite so 
appropriately as these gorgeous creations designed for 
evening wear. And so it isn’t in the least surprising 
to find display men the country over vying with one 
another in an effort to create gorgeous and spectacular 
displays, in harmony with the season and designed to 
promote the sale of a class of footwear that may not 
figure such an important item from a volume stand- 
point, but which offers profit possibilities beyond all 
proportion to its pairage. 

Possibilities for the promotion of shoes in the formal 
classification this year are very much greater than 
they have been for several years past. The financial 
status of the buying public has improved, and par- 
ticularly that important sector of it that is most dis- 
posed to buy the more expensive creations of fashion 
and adornment. Having more money, people are “step- 
ping out” more, and to step out formally they must 
needs have the shoes that formal costumes demand. 
Designers and manufacturers have fairly outdone them- 
selves in providing exquisite patterns to match the 


"Formal gowns demand exquisite 

footwear," declared B. Altman & 

Co. of Fifth Avenue, New York, in 

this display featuring classic san- 

dals in brilliant colors with sheer, 
red-toed hose. 


FORMAL 
FOOTWEAR 


beautiful materials, the gold and silver leathers, bro- 
cades and velvets and the wealth of other materials 
from which such shoes are fashioned. With proper 
promotion, including both window displays and ad- 
vertising, it should be a profitable year for formal 
footwear. 

We show this week four striking window displays 
devoted to the exploitation of evening and formal 
footwear. They are excellent examples of the truly 
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"You must shine right down to your 

toes this Winter," was the message 

told in this timely evening foot- 

wear window by L. Bamberger & 

Co., of Newark. An unusual and 

very effective treatment of a for- 
mal footwear display. 


"Glamorous velvet hostess  slip- 

pers'' were the featured merchan- 

dise in this window by R. H. Macy 

& Co., New York, a store that has 

been devoting a great deal of 

promotional effort to slippers of 
all sorts this season. 


WINDOWS 


beautiful shoe windows we may expect to see, in every 
city, everywhere, during the next few weeks. They are 
women’s shoe windows, and for some unexplained rea- 
son, it is of women’s shoes that we think principally 
in connection with this class of shoe store merchandise. 
Perhaps that is natural enough, since women’s formal 
footwear undoubtedly lends itself to more dramatic 
presentation than the plain black pumps or oxfords 
decreed for wear with the dinner jacket or tail coat. 


Nevertheless, the men’s shoe store and the men’s de- 
partment should not overlook its opportunity to pro- 
mote formal footwear profitably during this season 
of its greatest interest. 

Evening shoe windows offer no end of opportunity 
for the display man to exercise his ingenuity and 
imagination. Also, there’s no limit to the amount of 
money you can spend if the idea is to create an effect 
that is rich, gorgeous or spectacular. But here, as in 
the case of displays of other kinds of footwear, we 
hold that the idea is more important than the properties 
or stage effects used to dramatize it. For example, the 
type of window illustrated in the accompanying dis- 
play by Bamberger, of Newark. 

We haven’t the remotest idea what it cost to build 
this display. Very likely it might run into more money 
that a good many shoe stores would care to spend. 
But the idea of the treasure chest, or some similar idea 
equally effective, might be worked out at a cost well 
within the possibilities of the average budget. 

The important thing is that, in this case, the display 
artist didn’t merely content himself with a novel ar- 
rangement of the merchandise, and perhaps an attrac- 
tive display card or background, but really put his 
imagination to work to think out an idea wholly differ- 
ent from the average shoe window. Displays of that 
sort, because they are different, attract the attention 
of people, cause them to stop and look. And if a win- 
dow display does that it has gone a long way toward 
being a good window and one that will produce tan- 
gible results for the store. 

If the shoes are right and the display causes people 
to look at them, the law of averages will largely take 

[TURN TO PAGE 42, PLEASE] 











WE had occasion to address a group of shoemen and 
hit upon a rather happy phrase: “Success is the result 
of balance.” We had in mind the fact that it is almost 
traditional to expect an artist and a creator to be a 
poor business man. We pointed out the fact that too 
much emphasis was put upon the artist who was out of 
balance with life because of his overwhelming passion 
for doing things which he liked to do best. 


Bringing it down to a practical point, we tried to- 


emphasize the fact that because a man was a creator 
and an artist in footwear, there wasn’t any sound reason 
why he shouldn’t be a practical business man—able 
to balance prestige and profit. If a man is an artist 
in the arts of creating beautiful footwear, he can only 
continue to be a constant factor in that field by having 
some abilities to make a profit so that he might continue 
in business. The very mortality of concerns that have 
worked in artistic things is because they have been out 
of balance, which in itself is not true art. 

The real artists of the world have been splendidly 
proportioned. Up and down the fields of music and art, 
the best products have been the result of balance. Why 
then should it be that the man who makes beautiful 
footwear, for example, should be labeled with the title 
of artist, carrying with it the implication that he was a 
financial flop? The men of today who have made their 
mark in arts and sciences have been pretty practical 
financially because of the realization that a continuance 
of that art can only be assured by an adequate where- 
withal. 

A man who has created a big business like that of 
Henry Ford has demonstrated art in business. He dem- 
onstrates perfect balance in the entire accomplishment 
of man for progress. We can cite a number of shoe 
businesses that are in themselves works of art due to 
the fact that strong individuals, creating these institu- 
tions, have an excellent sense of proportion. 

After all, this sense of proportion is the instrument 
most needed today. The stores of this country want 
good footwear and want it from a source of supply 
that can continue to serve. Just the creation of pretty 
shoes for one season is no inducement for a merchant 
io change a line. He wants a consistent and progressive 
line of shoes containing those merits of appeal to in- 
terest the public in the purchase of more and more shoes. 


he Edlilors Qulfook 


DOES YOUR BUSINESS NEED BALANCE MOST IN 1936? 
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In like manner, the retail merchant must put his own 
business into balance with the times. He needs to have 
a true sense of proportion of what he buys, how he 
plans to sell it, together with those appurtenances of 
the right store, the right organization of store salesmen 
and the right appeal to the public in publicity. 

So, all in all, balance is the keynote for 1936 and 
in no place is it more needed than in the planning that 
must be done during the final weeks of this year. There 
is a grave danger that many stores will become un- 
balanced by price-timidity. Holding to a price may 
throw the ingredients of a shoe out of balance and the 
inevitable consequence will be loss of customers. Prac- 
tically no commodity in America can be adulterated 
as easily by a change of ingredients and relative quali- 
ties of each—as shoes. By the same token, no commodity 
shows an improvement of twenty-five cents additional 
a pair in initial costs—more quickly and more satis- 
factorily than shoes. 

The relative value of material is an important con- 
sideration. The ideal manufactured article of any kind 
is one whose parts are properly balanced in cost as 
well as wearing quality. To select a fine grade of leather 
for the upper of a shoe and then to combine it with 
poor and sleasy sole leather is a misuse of good mate- 
rial. If the shoe is to be a high-grade article, then its 
outsole, counter, lining and all fitting should be of high 
grade as well as the upper. The scale of quality should 
be consistent throughout; and if a cheap shoe is to be 
made, then wearable materials should be used all the 
way through. 

This is an important consideration in the production 
of all kinds and classes of shoes. The correct propor- 
tioning of the detailed items of the cost sheet of a 
shoe style often spells the difference between success 
and failure, from the standpoint of economy and satis- 
faction. Every separate detail and item which go to 
make up a shoe are subject to variations in quality and 
consequent market value cost. There is need of the 
exercise of a high degree of skill in selecting these qual- 
ities in cost, whether for a high-grade shoe or a low- 
grade shoe. 
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AGAIN 


* Santa says.. 


nes or 


Locker Sandals—for big brother and sister. 


Wikic 3 


Smart 4-Snap Gaiters for dad and brother. 


“] always look for the 


RED BALL” 


And Santa ought to know, because in the past 46 years 
he has delivered millions of pairs of Ball-Band footwear 
at Christmas time. 


Suggest Ball-Band footwear for Christmas and you feature a present that any 
customer will take pride in giving. The new Ball-Band styles are so varied and 
practical, and so smart, that any member of the family will appreciate this 
finer footwear as a welcome Christmas gift. Increase your Christmas business 
by displaying attractive Ball-Band footwear in your window along with the 
famous Red Ball. A few Christmas suggestions are illustrated here but there 
are many more in the fine new Ball-Band catalog. If you haven't a copy you 
will certainly want one. Write us for it today. 


MISHAWAKA RUBBER & WOOLEN MFG. CO. 
280 Water Street e Mishawaka, Indiana 


BALL-BAND 


Youngsters love these rubber Boots. All-rubber Hi-Tops for hunters. White Gaiters to thrill little sister. Gaiters for mother and big sister. 





When writing advertisers please mention Boot and Shoe Recorder 
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Wein ary insole 
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Saddle insole 





Look for this stamp 
on all shoes made 
on “Down to the 
Wood” lasts. 





The last shown above is made to accommodate both 
ordinary and saddle types of innersoles. 






Shoes made on “Down to the Wood” lasts are snug 





at the shank and give the wearer the very desirable 
advantage of a comfortable fit. Many leading retailers 
endorse this important contribution to good shoemaking. Hi 
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Manufacturers can procure these lasts or have their 






present lasts made over at any of our eight plants 
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shown on the opposite page. 

















The United Last Com- 
pany operates these 
modern factories in 
eight important terri- Ee | gremtigema: leas 


FITZ BROS. CO. 
iecemeeniinadia’ tories. Its facilities for ioenaiamiaiiiaial 
style and service are 
constantly available 
to the shoe manufac- 


turing industry. 


UNITED LAST CO. \ \) (Me KRENTLER BROS. CO, 
“ ST. LOUIS, MO. 


BROCKTON, MASS. 


UNITED LAST COMPANY 


140 FEDERAL STREET, BOSTON, MASS. 


UNITED LAST CO., LTD. EMPIRE LAST WORKS 
MONTREAL. P.Q. ROCHESTER, N. Y. 











Page 32 


The 
YOUNGER GENERATION 


Edward Craney 


MAR. CRANEY is the son of Richard Craney, well known shoe 
‘man. Richard Craney, known as “Dick” Craney, was one grand 
fellow, lovable, affable, genial. He radiated a jovial personality in 
the give and take of the road as a traveling salesman, and he needed 
it under that taskmaster whom a lot will recall—Ed Wolff, Ze 
Grand Boss of the former C. & E. Shoe Co. of Columbus, Ohio, 
who prided himsef on how much raw meat he ate as a regular 
diet. But he could pick good men, and it’s a story in itself how 
he discovered “Herb” Lape, now president of the Julian & Kokenge 
Shoe Co., and showed him the mysteries of the inner sanctum of 
making money by coaching merchants on how to buy shoes. 
“Dick” Craney went to the Kropp Shoe Co. of Columbus, when 
Mr. Wolff died, and at the inception of the Freeman Shoe Co. 
back in 1920, up at Beloit, Wisconsin, threw in with the knowl- 
edge and personalities of Ed. C. and Horace C. Freeman in their 
new venture, and “stumped” the Ohio, Western Pennsylvania and 
West Virginia territory successfully for Freeman and himself 
until his untimely passing in 1934, February 17th. 

But, this leads us to tell you more of Ed. Craney, the son. 
Graduated at law in 1932, he decided to carry on for his dad 
during the summer of ’32, taking over his father’s territory that 
fall, and has done so well “laying the law down” to shoe mer- 
chants by showing ’em how to buy right, that today he heads the 
list of Freeman’s salesmen. Atta Boy! A fine lad of a fine Dad! 
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By 
John L. Harris 


LITTLE 
THINGS 


669 LL take it!” No, it wasn’t a cus- 
tomer who said it. It was one of the 
men down the line in a shop where 
each salesperson takes his turn as 
“trade” comes in. 

The customer had turned to the 
“findings” case—and the next on call 
—plainly showed by gesture that he 
didn’t care for this “up.” It was prob- 
ably a bottle of polish or, perhaps, a 
pair of hose. 

The man down the line, sensing the 
situation, said, “I'll take it,” stepped 
forward, and HOW he took it, just 
$93.10 (some bottle of polish). 

Actually there was a question of the 
propriety of a certain shoe in the win- 
dow, which, properly answered, re- 
sulted in a $93.10 sale. I was witness 
to this transaction. 

I witnessed another incident. I 
stopped in to see a friend of mine who 
is employed in a musical instrument 
shop where sheet music is also sold. 
As we talked, two “super-salesmen” 
were too busy to note a customer 
standing by the sheet music counter. 
My friend excused himself and walked 
over to greet her. I excused myself, 
saying, “See you tomorrow.” Next 
day my friend greeted me with a quiz- 
zical smile. “What’s up?” I asked. 
“Oh, nothing,” he replied. “Remember 
that sheet music customer that the 
Big Shots wouldn’t take? Well, I 
sold her an $1,800.00 grand piano and 
made $72.00 for myself. She wanted 
sheet music.” 

He is an exceptional pianist. He 
suggested running the piece off for her 
on the piano, one word led to another 
—she was refurnishing—she had a 
piano—she admired this baby grand 
—Salesmanship did the rest. 

I recall a “Rubber Day.” A man 
came in hurriedly, every salesman was 

[TURN TO PAGE 40, PLEASE] 
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Young America 


WEARS 
PULL-ON BOOTS 


"THROUGHOUT the South, Southwest and “Old West” 
retailers are enjoying a splendid volume this year on 
juvenile pull-on boots. Originating in Texas, these 
boots are becoming more universally accepted each 
year. Good stores in a great many centers outside of 
this section have also found that they can be pro- 
moted to advantage, and are now reaping the fruits 
of their effort. 

Volume is consistently greater than it has been in 
the past and there is every indication that 1935 will 
be the banner year for juvenile pull-on boots. 

These boots are generally confined to three types: 

Cowboy Type—Underslung heel, upper in black or 
brown elk; bright trim in Western style; black pre- 
dominates. 

Field—Regular field boot in brown or black elk. 

Riding—Slender semi-soft leg; plain vamp or instep 
strap; leg adjustment with laces, strap or snap 
fasteners; elk and smooth leather; black, brown and 
white. 

The cowboy and field boots are generally accepted 
as boys’ boots, although their more active sisters wear 
them, too. The riding boot is worn by girls and used 
when a lighter type is wanted for a boy. 


An Important Juvenile Style Develop- 

ment That Originated in Texas and is 

Now Assuming Volume Proportions in 

Many Localities — Three Principal 

Types of Boots and Their Character- 
isties. 


by HARRY R. TERHUNE 
Field Editor, BOOT AND SHOE RECORDER 


A few welts are made, but the majority are stitch- 
downs. Smaller sizes are frequently made in pre-welt 
construction. For tiny tots they are made with a fuller 
leg than the larger sizes and as small as size 3 for 
babies. White predominates, but brown and two-tone 
are also good. 

Young America is attracted to these boots. What is 
more important to the young cowboy, explorer, aviator 
or equestrian than boots just like grown-ups use. They 
carry genuine appeal to every child and are so prac- 
tical and attractive that mothers and dads also appre- 
ciate them. 

Retailers have but to consider the average retail 
price per pair to appreciate the added volume in han- 
dling boots of this character, and, as a large part of this 
volume can be classed as extra business, pull-on boots 
should be given serious consideration in planning Fall 
and early Winter stocks in every part of the country. 

In the Northern parts of the country a different 

[TURN TO PAGE 40, PLEASE | 
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This profitable promotion by Geuting’s 
features infants’ shoes 


* Kiddbin 


Sound merchandising judgment and 
a keen sense of promotional values 
have built an enviable reputation for 
the A. H. Geuting Company’s stores 
in Philadelphia. Consequenily, the 
outstanding success of the current 
Geuting promotion of infant's foot- 





wear in kidskin is of national interest. 


Complete details of this well-rounded 
promotion will be sent promptly on 
request — together with mats of the 
striking baby illustrations and sug- 
gestions for newspaper copy and 
store advertising. 


INE 
DER 


itch- 
welt 
iller 

for 
tone 


at is 
jator 
They 


orac- child 


1230 ¢. (Ard: One of the new kidskin “Softies” 


>. son 

pre 49 Ay'chelten 
-etail 
han- 
this 
boots “ 


Fall One of the striking 2 column 
ntry. x 156 line newspaper ads in 


= =a KIDSKIN §=TANNERS 
47 W.34th STREET NEW YORK CITY 


When writing advertisers please mention Boot and Shoe Recorder 








Page 36 


HOW 
COWARD 
SELLS 
HIGH SHOES 


WHEN a shoe store organization like Coward’s 
gathers in thirty of its women’s shoe fitters, all of whom 
work in a single branch store, just to discuss the high 
shoe selling situation, that is a good indication of the 
possibilities of shoes of this type. Similar meetings 
were held in the other three Coward shoe stores in 
New York City for the purpose of refreshing the 
memory of the shoe fitters at this time of year as to 
the resources of the store’s stock of high shoes for men, 
women and children. 

For many years the sales of high shoes in regular 
shoe stores have been steadily diminishing. A few 
older persons here and there have refused to wear ox- 
fords, especially during the Winter months. A great 
number of shoe stocks have been entirely void of high 
shoes for years. Recently a slight, yet positive, trend 
toward high shoes has been noted by shoe buyers in 
all parts of the country. This is evident in the men’s 
trade in the high style, light weight Jodhpurs being 
sold for street and dress wear. Physicians specializing 
in foot work are recommending high shoes for the 
younger children who have normal feet, as well as 
for men and women who have feet needing the added 
protection which such shoes give. 

The morning store meeting in the Coward shoe store 
in Brooklyn, which the writer was privileged to at- 
tend, was conducted by C. G. Lippincott, personnel 
director of the company. The question and answer 


method was used, with Mr. Lippincott firing the ques- 
[TURN TO PAGE 43, PLEASE! 
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MANY WOMEN 
REQUIRE 
HIGH SHOES 


For the woman (and there are thousands 
like you) who needs greater body balance 
and support. or whose ankles are weak. 
swollen or pronated. or who suffers need 
lessly from fallen or weak arches, » high 
shoe 1s 2 salvation you'll bless 
And when you mention high shoes. vou 
must mean Coward—for Coward carries the 
largest assortment of high sboes in the world’ 
Lasts to fit your high, medium or low arches. 
wide. medium or barrow ankles, every size, 
® good-looking collecnon 
with 70 years of reput- 
able service and excel. 
lent materials behind 


Extraordinary Suecess of This Organization in Seli- 
ing Almost as Many High Shoes as Oxfords to Men 
is Based on Careful Training of Its Salespeople. 
They are Qualified to Explain the Proper Place of 

’ the High Shoe and Its Advantages to Certain Types 


of Customers. 

















Pittsburgh Plate Glass Company, 
2318A Grant Building, Pittsburgh, Pa. 


Please send me, without obligation, your new book en- 
titled “How Modern Store Fronts Work Profit Magic.” 


Name 


IT'S A helpful handbook of store front facts. Contains 

complete information on Pittco Fronts; price data; 

“before and after” photographs of actual Pittco-remod- 

eled properties everywhere; and in many cases, statis- : 
tics on business improvement due to Pittco-remodeling. i ; i 
Send the coupon for your free copy of this valuable : 
book... today. 


















































nee you hire employees, why do you choose the ones 
you do? Past records being equal, isn’t it because of 
personality and appearance? And how do prospective shoe 
store customers choose the store they will patronize? By 
those very same qualities! Personality and appearance .. . 
a new Pittco Store Front gives them to your store immedi- 
ately. Shoe store managers from coast to coast have found 
that remodeling with a Pittco Front almost invariably results 
in better business, bigger profits. So why not retain an 
HERE IS THE striking change that architect to design a new Pittco Store Front for your store? Our staff 

a modern Pittco Store Front made in ; , ; : - j ‘ 
of experts will render him every assistance in design and installation. 


the appearance and sonality o 
Pg Miler Store is Goans ad 

is. beauty and a, of a new 
Pittco Front almost rinse Soule ; ; 
in better business, bigger pone Max * 2 P; 
Miller writes, “Not only do I like it ; : tsburgh Paing 
(his new Pittco Front) but literally 4 Products 
dozens have come in to tell me how vin EF ee salle Ae ie 
§00d-looking it is. Several cars from 0060 “| Polished Plat 
Chicago have stopped just to ask ‘Who 1 a 
put in the front?’ ” ; : 

Tapestry Glass 


coal 
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ONE YEAR 
F. E. BALLOU 
F. E. Ballou Co., Providence, R. I. 
GEORGE J. BUNN 
George J. Bunn. Salem, Ohio 
*ARTHUR E. EBBS 
Swope Shoe Co., St. Louis, Mo. 
J. C. FEDLER, JR. 
Boston Shoe Co., Inc., Louisville, Ky. 
OTTO HASSEL 
Hassel's Shoes, Inc., Chicago, III. 
PAUL O. KUEHN 
Paul O. Kuehn, South Bend, Ind. 
CLYDE K. TAYLOR 
S. J. Rackham, Inc., Detroit, Mich. 
O. E. THORP 
Turrells, Seattle, Wash. 
HAROLD F. VOLK 
Volk Bros. Co., Dallas, Texas 


TWO YEARS 
*HARRY E. FONTIUS 
Fontius Shoe Co., Denver, Colo. 
GEORGE B. HESS 
N. Hess Sons, Baltimore, Md. 
DAVID S. HIRSCHLER 
Hofheimer’s, Inc., Norfolk, Va. 
CHARLES E. WILLIAMS 
C. E. Williams Shoe Co., St. Louis, Mo. 
MELVILLE KAUFMANN 
Sommer & Kaufmann, San Francisco, Cal. 
R. B. NAY 
Nay Shoe Co., Wheeling, W. Va. 
J. H. ROBERTS 
The Stone Shoe Co., Cleveland, Ohio 
ROY E. STEVENS 
Stevens Shoe Store, Ottumwa, lowa 


L. F. TUFFLY 
Krupp & Tuffly, Inc., Houston, Texas 


THREE YEARS 
*JESSE ADLER 
Adler Shoe Stores, New York, N. Y. 
B. W. CHILDS 
Thomas S. Childs, Inc., Holyoke, Mass. 
W. A. KNIGHT 
Knight Shoe Co., Inc., Portland, Ore. 
*L. E. LANGSTON 
Enna Jettick Retail Stores, Auburn, N. Y. 
JOHN R. LAYCOCK 
Hanan & Son, New York, N. Y. 
*FRANK A. McLAUGHLIN 
Abercrombie & Fitch Co., New York, N. Y. 
HARRY C. McLAUGHLIN 
Potters, Cincinnati, Ohio 
J. GORDON McNEIL 
Thayer McNeil Co., Boston, Mass. 
WILLIAM PIDGEON, JR. 
William Pidgeon, Jr., Rochester, N. Y. 


PAST PRESIDENTS 
JOHN J. BAIRD 
A. E. Pitts Shoe Co., Columbus, Ohio 
A. H. GEUTING 
A. H. Geuting Co., Philadelphia, Pa. 
JOHN O'CONNOR 
O'Connor & Goldberg, Chicago, IIl. 


OHN SLATER 
J. & J. Slater, New York, N. Y. 





* Executive Committee 








Educational Program Studies 


Every Phase of Retailing 


@UTSTANDING men in their particular field of sales promotion have been 
selected as judges to award the silver cups in connection with the retail 
shoe newspaper advertising contest and the window display contest to be 
held in Chicago Jan. 6, 7, 8 and 9. 

In the window display contest, experienced executives in this field will 
serve as judges. The following men have been chosen to make the awards: 

W. L. Stensgaard, W. L. Stensgaard & Associates, Inc., Chicago, 

Lee Levy, display manager of Wolock & Bauer, and 

Sam Pisir, display manager of O’Connor & Goldberg of Chicago. 

These men rate high in the window display field and are responsible for 
the windows of some of Chicago’s leading shoe stores. 

In the newspaper advertising contest, men of equal ability on promotion 
and publicity were persuaded to pass judgment on the advertisements sub- 
mitted by shoe stores from all sections of the United States. 

In addition to an able committee of shoe store operators other experts who 
have had a broad knowledge of advertising have agreed to carefully scruti- 
nize the entries in the newspaper advertising contest. The opportunity to 
have an advertising authority of outstanding reputation pass judgment on 
your newspaper copy should be an incentive for every shoe store using 
this form of media to enter the contest. 

The following judges will make the awards: C. M. Campbell, Advertising 
Manager, Chicago Tribune; R. J. Thain, President, Chicago Federated Ad- 
vertising Club and Advertising Manager, Carson Pirie Scott & Co., Chicago; 
O. H. Hassel, of Hassel’s, Chicago; Paul Crawford, Crawford Shoe Co., 
Dayton, Ohio; T. Frank Jacques, Field Shoe Co., Des Moines, Iowa; Carl 
Burgstahler, F. E. Foster Shoe Co., Chicago, II. 

The rules both in the window display contest and the newspaper adver- 
tising contest have classified stores according to the population. One-half 
the cups will be awarded to stores in town over 100,000 population, the 
remaining trophies will be awarded to stores located in towns under 100.000. 

In the newspaper advertising contest the awards will be made to the best 
series of three ads in each field featuring men’s, women’s and children’s 
shoes. 

In the window display contest the prizes will be awarded to the best win- 
dow display in each field promoting men’s and women’s shoes. 


Individualized Merchandising Meetings 


The business world today is in an age of specialization. Experience in 
every field recognizes that more effective results come from trained think- 
ing. Many ideas from one brain lack complete development, resulting in 
mediocrity. 

The National Shoe Fair, in designing its educational features adopted the 
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RETAILERS ASSOCIATION — 


FOU 


3rd Vice President 
HARRY E. FONTIUS 
The Fontius Shoe Co. 

Denver, Colorado 


4th Vice President 
L. F. TUFFLY 

Krupp & Tuffly, Inc. 
Houston, Texas 


“An Association Serving the Best Interests of the Retail Shoe Trade and the Industry in its Entirety” 


NDED 1912 


Secretary-Treasurer 
HERBERT J. RICH 
B. Rich’s Sons 
Washington, D. C. 





GENERAL HUGH S. JOHNSON 


PROGRESSIVE political observer, General Hugh S. Johnson 
will command the attention of members of the National 
Shoe Retailers Association and all shoe men attending the 
National Shoe Fair on January 6th at the Palmer House 
in Chicago. For the first time he is presenting to the shoe 
industry his critical comment on trends in business politics 
and government. 

General Johnson has an ability to astonish audiences, as 
indicated in recent addresses on focal points in the political 
situation. He has ability, also, to stimulate American think- 
ing because of a vast background of experience as Adminis- 
trator in governmental affairs. 

Known because of his brilliant and executive work in 
bringing "The Eagle from Egg to Earth," General John- 
son also has received recognition for various other political 
and public duties. Constantly in the public eye through 
his governmental activities, newsreel and cartoon, as well 
as columnist and radio speaker, he has become one of the 
most dynamic colorful figures of the day. 








policy of specialized thinking and planning for the merchan- 
dising clinics. They will be precisely all that the word clinic 
implies—an analysis of the intimate and individual problems 
of the shoe store rather than general treatment of all ailments 
of the trade. ; 

Already the Chief of Staff of the Clinic on Sales Promo- 
tion and Sales Planning has been selected. Michael Murphy, 
sales promotional manager of Krupp & Tuffly, Inc., Houston, 
Texas, will head this division. 

As executive head of this feature, he brings to the clinic 
an experience of practical knowledge based upon actual opera- 
tion in one of the leading shoe stores in the nation. Michael 
Murhpy has planned numerous programs at past shoe con- 
ventions. His sales and advertising experience equips him 
with a fresh approach to a pertinent plan of promotion neces- 
sary in the operation of a successful shoe store. 

With him in the clinic on Sales Promotion and Sales Plan- 
ning will be leaders in their particular field. If a merchant 
seeks advice regarding his newspaper advertising, he can 
counsel with a man qualified to discuss this medium. If it is 
letters and lists, direct mail or circulars in which he is inter- 
ested, there will be available an adviser who can work out 
this problem. Store interior, windows, modernization of stores 
both inside and out, all can be discussed with men qualified to 
give advice. Shoe men to whom this type of educational pro- 
gram has been submitted for comment have given their en- 
thusiastic support to the plan. 

When general shoe topics are discussed, frequently the small 
operator is at a loss to know how to apply the principles suc- 
cessfully used in large stores. When an intimate contact can 
be made with advisers in the clinics, as outlined, many factors 
such as volume of business, location of store, type of store, 
its competition, price range and dozens of other details can be 
discussed in recommending a plan to improve retailing. 

Rarely is the smaller merchant given an opportunity of 
consulting with men who have achieved success in the foot- 
wear field. Successful merchants become so, adopting the 
best practices of other recognized leaders. The National Shoe 
Fair has planned this unique educational program urging all 
shoe operators both large or small to participate. The best 
possible talent available in Chicago will serve in each of the 
particular divisions of the Sales Promotion and Sales Planning 
Clinic. 

It is believed with the adoption of this plan a constructive 
and serious step will have been taken, resulting in direct bene- 
fits to the entire shoe industry. A committee of shoe operators 
from various towns and cities will be selected as advisers, in 
addition to the specialized group serving in each field of pro- 
motion. No merchant need hesitate to consult those asso- 
ciated with the clinic. The ability of the men selected will 
inspire confidence for free and open discussion of individual 
shoe store problems. 
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Young America Wears Boots 


[CONTINUED FROM PAGE 34] 


aspect of high shoe wearing by young- 
sters in being observed. This is caused 
by the amount of snow and generally 
bad weather experienced. Another 
great factor, particularly in the case 
of the younger girls, is the almost uni- 
versal wearing of “ski” suits as general 
play and school clothing. 

All advanced long range weather 
forecasting from reliable sources indi- 
cates a cold Winter this year in the 
Northern latitudes. A white Christmas 
is always the joy of the retail shoe 
man who features foot coverings for 
the younger generations. Meteorol- 
ogists, when asked whether this Winter 
will be warmer or colder than the aver- 
age, point to the chart of the average 
Winter temperature since 1900 for the 
clue. It is shown that after 14 years 
of rising average Winter temperatures, 
a downward tendency has set in. 

With that picture in mind, no wonder 
shoe merchants are evincing a strong 
tendency to have plenty of the new 
“ski” type, snow boots and other foot- 
gear of a protective nature for their 
children’s trade. 

For the Northern trade, there is 
quite a run on white elk type leather 
for use in Winter sports shoes this 
year. In fact a very decided increase 
over any preceding year. 

First, the boot with the tartan col- 
lar. This is not a ski boot, at all, but an 
adaptation of the ski boot for use with 
snowshoes or for hiking. It is a new 
last, resembling the ski boot last, but 
with a less pronounced sawed-off toe. 

The heel is grooved to accommodate 
the snow-shoe harness, if harness is 
worn, and to give a touch of style if 
the shoe is used for hiking. It can be 
used as a ski boot if the kids want to 
use it, but would be scorned by the 
expert. 


This shve can be laced all the way 
to the top or can be left open at the 
top and the collar turned down to give 
a smart and ornamental touch to the 
costume. It can be worn with snow 
suits, with ski pants or with heavy 
wool stockings by little girls not fortun- 
ate enough to have any snow costume 
other than a heavy wool skirt. The 
leather is oiled on the surface to make 
it water repellent, but is not saturated 
clear through, as is the leather in a 
genuine ski boot, because if it were, 
it would soil the stockings of the afore- 
mentioned little girls who can’t afford 
ski pants. It’s a three-purpose boot as 
you will note, for amateur skiing, pro- 
fessional or amateur snowshoeing and 
for hiking. 

Genuine ski boots are cut lower than 
the foregoing, but the genuine pattern 
does not have the consumer acceptance 
in the volume trade, as does the more 
popular adaptation. Both of these are 
merely extra pair specialties. 

Volume in Winter sport shoes will be 
had on the white boots illustrated, as 
well as on a companion boot in brown 
elk finish. Both these shoes have white 
rubber non-skid soles and heels. A 
variation of the brown boot comes with 
a leather sole and heel, and this shoe 
will be worn both for hiking and skat- 
ing. The white shoe will be worn by 
ingenious fourteen olds for hiking and 
as a showshoe boot. As a rule these 
shoes will be worn with snow or ski 
suits, or with heavy wool stockings and 
brightly colored ankle socks. 

The locale of advance sales indicates 
the white boot will be popular for 
campus wear in some of the Eastern 
women’s colleges. The softness and 
durability of the leather, as well as the 
ease with which it may be cleaned, are 
important factors in the minds of the 
young women and girls. 





Little Things 


[CONTINUED FROM PAGE 32] 


busy. I approached. “A pair of rub- 
bers, please. About size nine.” “Sit 
down, please, and I’ll make sure of the 
size,” I said. “Kind of fussy, aren’t 
you?” the man snapped. “Not a bit, 
but we are just as careful in fitting 
rubbers as we are in fitting shoes. 
It’s better business to fit folks cor- 
rectly rather than just sell ’em.” I 
reached for a stick and as he sat down, 
I lost no time measuring the shoe. I 
returned with the rubbers, put them 
on, and—“I’ve got three or four pairs 
of rubbers home, but got caught with- 
out a pair at the office, and, by the way, 
this is positively the first time I ever 
had anybody measure me for rubbers 


and that gives me an idea. Let’s have 
your card. I’m coming in to see you 
about some shoes.” 

That was the beginning of a “friend- 
ship” that has lasted more than seven 
years. 

Little Things! Perhaps customers 
are unconscious, but how about you? 
Little Things! That “Big Shots” have 
no time for frequently bring results in 
strange ways. 

Recently a customer was referred to 
another shop (a chain organization) 
for a shoe in which they did not have 
the proper size. The customer was 
accompanied by a friend. As he sat 
down and made his wants known, the 








7, 1935 


salesman noticed that a button on the 
spats of the friend was hanging on a 
thread. The salesman suggested hav- 
ing the button fastened while he 
“waited.” When the job was finished 
and the sale had been made, the friend 
who did not come in to buy said, “He 
felt obligated” and so, he, too, bought a 
pair of shoes and hose, total, $16.00. A 
sixteen dollar sale in exchange for a 
“little thing” like sewing on a button. 

I wonder if the salesman who 
“waited” on the customer in the first 
shop noticed the button? The man jok- 
ingly said, “He might have—we were 
there about a half hour.” 

There are many ways in which a 
trifling service creates a reciprocal atti- 
tude on the part of a customer. Cus- 
tomers recognize service in the “Little 
Things” which are often neglected by 
the “average” salesperson. 

The Woolworth Building was built 
on the profits of “Little Things.” Some 
folks do not seem to give credit to the 
“Salespersons” in Woolworth stores. 
Why? I have had many a suggestion 
made to me while making a purchase 
of a Little Thing such as a “pad.” 
“Any pencils, sir? Or a rubber?” To 
my surprise, I found myself buying 
them. 

There is NO SUCH THING as a 
small purchase. True, the individual 
sale may be of a small amount, but it 
is in the Little Things that a customer 
wants where REAL Salesmanship 
ability asserts itself. 

Watch your opportunity and MAKE 
it during the “Little Things.” The BIG 
THINGS “command attention” — the 
Little Things “require attention.” 

Don’t overlook the “Little Things.” 
From small acorns, large and impres- 
sive oak trees develop. 

READ—HEED—REMEMBER 





You Steal My Customers 
[CONTINUED FROM PAGE 21] 


the “fashion rightness” of what I was 
trying to sell. Please remember, I was a 
SELLER FIRST and a _ BUYER 
AFTER! 

In conclusion: 

Buying for the specialty shoe shop 
is no different than buying for any 
other shop. It is purely a matter of 
Selling. 

You are successful as a “Buyer” 
only as you are a “Seller.” 





Woman Opens New Shoe Shop 


New HAVEN, CONN. — Maude B. 
Webster, owner of the Cinderella Shoe 
Shop on Congress Avenue, and con- 
nected with shoe retailing in New 
Haven for the past 20 years, has 
opened the Clinton Shoe Shop at 141 
Temple Street. 

The Clinton line of orthopedic shoes 
for women will be featured, with health 
shoes for infants, children and misses. 
M. G. Griffith, formerly connected with 
shoe stores in New York and Penn- 
sylvania, will manage the new store, 
assisted by Miss Virginia B. Webster. 
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Va: 


Number Ten of a series of thoughts entitled 


* 


Let's Face the Facts 


Everything that everybody buys is accepted 
for what it appears to be. Therefore, 


a shoe that appears to be leather 
should be leather 


% Occasionally one hears that some people no longer care 
about the wear in shoes, but when you pin them down and get the facts in the case, they 
weaken under such statements. 


% People do not buy cheap, shoddy shoes for what they are, 
but in some way or other those who buy them are led to believe that they are getting a 
“bargain”; that a miracle has been performed; that something unusual has happened to 
give them an opportunity to get a good shoe at a low price. Certainly more often than 
otherwise, when given their choice between a shoe that will wear and one that will not 


wear for the same money and even for a little more, there is no question as to their prefer- 
ence. 


% We have always believed that quality is the biggest factor 
in value—and for that reason we have held steadfastly to this policy. We have never had 
any reason to apologize for this choice. 


. %& All-leather quality is our standard and it is nailed 
to the mast. 


“Star Brand Shoes Are Better” 








ROBERTS, JOHNSONS RAND 


Branch of international Shoe Co. 


ST. LOUIS MISSOURI 









1 Penn- 
V store, 
Webster. 
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effect .. 


tangible results in sales! 


Northampton 
England 
Melbourne, Australia 


Paris 
France 





for their window and counter displays. 


There are Fairy Forms for every purpose ... our 
illustrated booklet describes them all. 
today and dress your windows up for the holidays. 


SHOE FORM CO., Inc. 
AUBURN, N. Y. 


Manufacturing Branches 


United Last Co., Ltd., Montreal, Canada 


Sell Hosiery, Too! 


Texture, color and smart appearance sell hosiery. 
Fairy Forms show all these qualities with maximum 
. that’s why retailers use them consistently 


And with 


Write for it 


17 SO 
‘oor 


2 A 


Frankfort 
Germany 
Mexico City, Mexico 


Formal Footwear Windows 


Hosiery Should Be Displayed in Conjunction with Evening Slippers, 
and in Every Shoe Window 


[CONTINUED FROM PAGE 27] 


care of the rest. Show a sufficient num- 
ber of people an assortment of attrac- 
tive shoes, make the display interesting 
enough to cause those people to pause 
and look the merchandise over care- 
fully, and a gratifying number of sales 
should certainly result. 


Hosiery Displays Important 


In formal shoe windows, as in all 
other types of windows, it is impor- 
tant to give due attention to the show- 
ing of hosiery, for every pair of stock- 
ings sold means an extra profit for the 
store. Hosiery sales can be promoted 
through effective displays in the win- 
dows, and it’s an excellent practice to 
make it a rule to show appropriate 
hosiery in every shoe display. This not 
only promotes extra sales of merchan- 
dise but actually adds to the interest of 
the displays themselves, for hosiery and 
accessories spotted through a show win- 
dow carry out the ensemble idea and 
give an effect that is generally pleasing. 

Hosiery displays, in wall cases and 
on counters or tables throughout the 
store, also serve to keep this all-impor- 
tant item before the public and help 
to remind customers that the shoe store 


is the logical place in which to buy 
hosiery. 

Every shoe store, of course, will nat- 
urally give hosiery’ a prominent place 
in its windows, advertising and interior 
store displays during the Christmas 
season, for Christmas marks one of the 
best opportunities the shoe man has to 
make an effective drive for hosiery 
business. Similarly, hosiery is one of 
the most appropriate items the shoe 
merchant has to offer his customers 
during the Christmas season. Show 
stockings effectively in the newest 
styles and colors in your windows dur- 
ing the next two weeks and you will 
attract many an extra customer whose 
purchase on this occasion may be the 
entering wedge for a permanent and 
profitable patronage. 

Most shoe stores sell hosiery and 
many do a profitable business on it. 
Those who fail to get the volume of 
sales that would make it a really im- 
portant item will usually be found to 
be those who fail to promote hosiery 
aggressively, and especially those who 
overlook or neglect their opportunities 
for successful hosiery promotion 
through window displays and advertis- 
ing. 


Features Complete Stock Range 


SALT LAKE City, UTAH—Shoe stores 
that are among the greatest volume 
sellers are those that always stock a 
complete range of sizes and thus avoid 
the disappointing of patrons who find 
a style and color they like only to learn 
that they cannot be fitted. 

In order to properly impress poten- 
tial new customers with the complete 
size range available in their store the 
Walk-Over store staged a newspaper, 
radio and window display tie-up stating 
that if any man could not find his size 
registered on the chart or in the store, 
he would be given a pair of $6.95 shoes 
free. A huge size chart was featured 
in one display window and during the 
time people constantly grouped about 
the window to look at it. 

According to Lynn Knowles, man- 
ager, it succeeded in impressing men 
of the fact that the store had a wide 
range of sizes available and store traf- 
fic was greatly increased. 


Announce New Manager 


MONTGOMERY, ALA. — Nachman and 
Meertief announced the appointment 
in late November of R. K. Teachout as 
the new manager of the shoe depart- 
ment. Mr. Teachout was formerly of 
Des Moines, Iowa, and was also for- 
merly manager of the New Williams 
Store of Birmingham, Ala. 
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What the New Social 
Security Means 
[CONTINUED FROM PAGE 23] 


Government retains the right to go to 
the purchaser of the goods any time 
within two years and demand the 
money! Furthermore, a merchant is 
liable for the payroll tax of such con- 
cerns as delivery truckmen, owners of 
leased departments, window dressing 
agencies, billboard posting agencies 
and the like, from whom he purchases 
goods or services—in case, of course, 
that the “sub-contractor” as the law 
defines these suppliers, fails to pay the 
proper tax and make the reports in 
due form. A penalty of one per cent 
a month is added to the delinquency. 

Attorneys are advising merchants to 
be on guard by inserting in their. pur- 
chase orders agreements to cover these 
points: 

Definite agreement that the payroll 
tax lies ahead. 

Definite obligation of the seller to 
pay the tax. 

Promise of the seller to furnish proof 
to the buyer that the tax has been 
paid, the reports filed, etc. 

Promise of seller to reimburse the 
buyer in case buyer is compelled, in 
the future, to pay the tax. 

In case of uncertain financial stand- 
ing of seller, a bond to be given by 
seller to buyer for 3 or 4 per cent of 
the purchase price, as surety protec- 
tion that the seller will pay the tax, 
file the reports, etc. 

Occasionally, an agreement that pur- 
chaser may withhold 3 or 4 per cent 
of the price against possible liability; 
this retained sum to be paid to seller 
when he exhibits receipted tax bills 
and an “official statement from the 
tax collector that all provisions of the 
payroll tax, etc., have been fully com- 
plied with.” 


Shoeman Celebrates 
80th Birthday 


BuFFALO, N. Y.—George Klicker, 80 
years of age, of Alden, N. Y., is one 
of the few original handcraft shoe men 
left in western New York who can 
fashion a modern shoe out of raw ma- 
terials, but as modern buyers won’t 
pay the price, he confines himself to 
repairing. Mr. Klicker has just cele- 
brated his 80th birthday and a good 
share of Alden’s population dropped 
in to congratulate him. He learned 
the shoemaking trade from his father 
who ran a one-man manufacturing es- 
tablishment, so common in the early 
days of New York. 

Later Mr. Klicker decided to enter 
the tannery business to learn the finish- 
ing of leather and started as an ap- 
prentice at $1.00 a week. He later 
became a journeyman shaver and split- 
ter which at that time paid good wages 
as the work was all hand labor. As 
machinery supplanted hand labor, 
he changed his employment to the 
Rochester Heel Co., and finally started 
his own shop in Alden. 
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How Coward Sells High Shoes 


[CONTINUED FROM PAGE 36] 


tions and receiving a chorus of right 
answers. On this particular morning 
18 pairs of women’s boots are lined 
up for inspection, and these shoes are 
the basis of the 90-minute discussion. 

Mr. Lippincott: We will go into the 
boot picture this morning. Why should 
Coward want to sell high shoes? 

Answer: We are specialists in high 
shoes. They are the foundation of our 
business. We sell high shoes for men, 
women and children the year round. 

Lippincott: Right. Coward’s wants 
to sell as many high shoes as possible. 
Why is the high shoe business good 
with us? 

Answers: 1. Many customers, espe- 
cially men, have formed the habit of 
wearing high shoes and have not 
changed with the times. 2. The actual 
need for high shoes by so many peo- 
ple. 3. The fact that this organization 
possibly carries the most complete year- 
round-stock of boots in the entire met- 
ropolitan area, if not in the whole of 
the United States. 

Question: Why should people be in- 
terested in buying high shoes? 

Answer: 1. Greater warmth, pro- 
tection and comfort in cold weather. 
2. People with weak arches, pronated 
ankles or puffed ankles are especially 
benefited. 


Question: Why are ankles puffed? 

Answer: In many cases by poor cir- 
culation, which high shoes will tend to 
correct. 

Question: Why should women wear 
high shoes around the house as duty 
shoes, other than from the health 
angle? 

Answer: In order to develop grace- 
ful gaits, reduce ankles and give bet- 
ter poise. 

Question: Is our stock equipped to 
take care of all types of feet in high 
shoes? 

Answer: Yes. Stock has 20 lasts in 
men’s, 13 lasts in children’s and 15 
lasts in women’s shoes. Size runs of 
from 100 to 120 pairs are maintained 
on nearly all lines. In the men’s stock 
many shoes are carried in black and 
brown in both calf and kid leathers in 
high shoes. 

Question: In fitting high shoes, do 
you fit exactly the same as in the case 
of oxfords? 

Answer: No. High shoes as a rule 
are fitted a full width wider. 

Question: Why? 

Answer: An oxford must be fitted 
snug for appearances and to prevent 
gaping or slipping, while a foot may 
be properly held in the right place with 

[TURN TO PAGE 60, PLEASE] 








Neither money, brains nor time were spared in develop- 
ing a new, unique and continuous merchandising service. 


Every detail complete ... simple in operation .. . based 
on the principle of strong identification of your store. 


We invite investigation. 


E. E. TAYLOR CORP.—BROCKTON, MASS. 








THE TICKET 
whet 


CHRISTMAS 
DISPLAYS 


The backgrounds of both ticket 
and card are snowy white, on 
which the seasonal designs are 
cheerfully presented in bright 
red and green. The display 
card has an additional color— 
gold—which enriches the card 
considerably. 





You are 


dor aside 
let us shox’ you 
our lovely answers 
to your {gift 
problems 














CARD HOLDERS 
Oval base—burnished gold— 


three-color trim. These modern- 
istic holders take any size card, 
and harmonize with the finest 
window display fixtures. 


Supplied with annual services. 
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Suggest Your Merchandise 
as Seasonal Gifts « with 
Christmas Cards and Tickets 


DISPLAY CARD SAMPLES, HARMONIZING TICKETS 
and SELLING MESSAGES SENT ON REQUEST 


14 snappy and informative selling messages 
each month for men's, women's, children's shoes, 


women's hosiery, store service, fitting, quality, styles. 
Single cards, 60c each—without text, 35c each 


ATTRACTIVE HAND LETTERED PRICE TICKETS 


In popular denominations and blank. Samples of in-stock 


tickets available. 


WITHOUT STORE NAME: 6 dozen, $1.10—I2 dozen, $2.00 
WITH STORE NAME: 100 tickets, $3.00—200, $5.00 
CHECK WITH ORDER, PLEASE, UNLESS C.O.D. PREFERRED 


MERCHANDISING AIDS 





Polly Clips 
Po LLy Cu P for Price Tickets—Adjustable— 


for Price Tickets . Tilt at any angle. 





Polly Shoe Helder 


To display arch, branded, and 
fibre-sole shoes. Always re- 
mains in upright position. eseesess 


— 
~ 


S for shoe cartons. Cyclone clips 
Pou HOE included: 


Hover. sesecass 
Pat. Pending 1 
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FEATURE POINTERS 
precisely point out in-built values. These 
ARROWS are obtainable in two combina- 
tions: corn with green border, or buff with 
green border. Choice of forty selling phrases. 
or blanks. 

12 dozen (printed or blank)...... $2.00 
o oe il) a eta 1.10 
Ld nw o BY arian 0.25 





























(Crose out 


SPECIAL: 
Combination of one gross Polly 


Clips and one gross Arrows, only 
$5.00. 
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SERVICE 


ANNUAL DISPLAY CARD 
SERVICE INCLUDES 


EXCLUSIVE FRANCHISE with annual card service to one merchant in an 
average size town, suburb or city shopping center. 


STORE WINDOW BULLETIN, supplies merchandising and display suggestions 
each month. 


SPECIAL CARDS, with wording as wanted. 


EXCHANGE OF CARDS: Annual card service subscribers may exchange any 
cards received for others of the current month, whose text better covers 
their merchandising program. 

PRICE TICKETS: Blank tickets, harmonizing with the current month's cards, 
supplied free. 


IMPRINTED PRICE TICKETS, with prices as wanted, to assure well blended 
trim. are 35c per fifty, additional. ‘ 


SHOW CARD 
We sell Men’s, Women’s, Children’s Shoes and Women’s Hosiery. 
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MERCHANTS SERVICE DEPARTMENT 
BOOT & SHOE 
Kecevd EY 


| OP; Ca Gd Gh 22 Op ee ee 
INCREASED BUSINESS 
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SPOBT WALKS 


SMART STYLES for Youne MODERNS 


HIGH GRADE 
GOODYEAR 


WELTS 
FOR 
SPORT ¢ DRESS 
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New York Travelers Elect 


NEw YorK—The Boot and Shoe 
Travelers Association of New York 
held an old-fashioned beef steak dinner 
November 26th at the Hotel McAlIpin. 
It was an informal affair and very 
stimulating to the travelers and guests. 
There were buyers from the big stores 
and salesmen from everywhere at the 
meeting, which followed the twenty- 
ninth annual business meeting of the 
Association. Several shoe men from 
England were invited guests and en- 
joyed the festivities traditional of the 
New York Travelers’ dinners. At least 
six men were present who were or- 
ganizers of the association twenty-nine 
years ago. Leaders then and leaders 
now. 

Officers elected were as 
Mort Seaman, president; James T. 
Baker, first vice-president; M. E. 
Tobias, second vice-president; John S. 
Donovan, third vice-president, and 
Charles Havranck, secretary and trea- 
surer. 

Board of Directors: Larry Sass, Wil- 
liam Munsey, Tom Conway, Bert 
Smith, Tom England and Michael 
Odes. 


follows: 


Forest Park Sales Conference 


St. Louis—-The Forest Park Shoe 
Company held its semiannual sales con- 
ference at headquarters the week of 
November 11th. The entire sales force 
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was on hand, with the exception of H. 
E. Phillips, who covers the Pacific 
Coast. Mr. Phillips will come East in 
January to attend the National Shoe 
Fair. 

Roy Harston, sales manager, states 
that they had a most successful confer- 
ence and that the road men were un- 
usually enthusiastic over the new 
Spring line. They have now been back 
in their respective territories three 
weeks and, according to Mr. Harston, 
orders received so far show a substan- 
tial increase over bookings for the same 
period of last year. 

The Forest Park salesmen are as 
follows: Howard Legg, Harvey Hun- 
ter, William H. Logan, B. E. Sims, E. 
G. Gillaspy and H. E. Phillips. All of 
these are covering the same territories 
they covered last season. In addition 
to the above, William B. Johnson, who 
acts as a special field representative, 
has done a creditable job in opening 
up special departments in the larger 
department stores throughout the coun- 
try. He recently opened a special $3.94 
department in one of the larger depart- 
ment stores in Milwaukee. 


Appointed Assistant Buyer 


PITTSBURGH, Pa.—I. Iseman, for- 
merly with Boggs & Buhl, Pittsburgh, 
is now with Gimbels in the capacity 
of assistant buyer and manager of 
women’s, men’s and children’s shoes for 
their downstairs store. 





Real shoes for smart girls 














ROUGH-A- BOUT | 


Style No. 724, Brown Roughie 
Leather with Brown Calf Lac- 
ing and Tongue. 

Style No. 746, Same except 
Black Roughie Leather with 
Black Calf. 

Flexible Oak Bend Sole, 12/8 
Leather Heel. Sizes In Stock, 
6/9 AAAA, 5/9 AAA, 414/9 
AA, 4/9 A, 3/9 B-C. 


$9.50 











At the Chicago Shoe Fair, 
January 5 to 9, 1936. 
Palmer House 836-838. 
Morrison Hotel 337-340. 


TERMS 


CASH DISCOUNT 


5% if paid within 15 
days of date of in- 
voice. 


2% if paid within 
30 days of date of in- 
voice. 


In our effort to make 
the best shoes pos- 
sible that you can 
sell at prices within 
reach of the major- 
ity of the buying 
public, we ship mer- 
chandise only to firms 
who discount their 


bills. 
THE 


JUVENILE 


SHOE CORPORATION 
OF AMERICA 





SMOOTH-A-BOUT « 


Style No. 744, Hubschman’s 
534 Boarded Calf Trouser 
Crease Blucher Oxford. 


Style No. 745, Same in Black 
Calf. 


Flexible Oak Bend Sole. 12/8 
Leather Heel. Sizes In Stock, 


6/9 AAAA, 5/9 AAA, 4144/9 & 


AA, 4/9 A, 314/9 B-C. 


$9.50 








CENTRAL TERMINAL BUILDING 


710 NORTH 


TWELFTH 


BLVD., 


SAINT 


THE ONLY EXCLUSIVE GOODYEAR WELT ORGANIZATION IN MISSOURI 


LOUIS, 


pre te if 


M O. 
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THIS WEEK IN THE SHOE TRADE 


SATURDAY, DECEMBER 7, 1935 


NATIONAL NEWS 





Tanners Co-ordinate Research Wor 


Appoint Merrill A. Watson Factual Head of Tanners Council of 
America—Chairman Foerderer Explains Plans 


MERRILL A. WATSON 


Executive Vice-President 
Tanners Council 


New York—At a meeting of the 
Board of Directors of the Tanners 
Council of America at their headquar- 
ters, 100 Gold Street, action was taken 
to continue the thorough work of head- 
quarters, under the leadership of Mer- 
rill A. Watson and J. Louis Nelson. 
High tribute was paid to the life and 
accomplishments of Fraser M. Moffat, 
who served as president of the Council 
for fourteen years. In tribute to him, 
the post of president is hereafter to be 
honorary. 

The factual head of the Council will 
be Merrill A. Watson, under title “Ex- 
ecutive Vice-president.” Mr. Watson has 
demonstrated his administrative abili- 


J. LOUIS NELSON 


Secretary 
Tanners Council 


ties in six years of service at head- 
quarters. In his early thirties, he has 
had a superb training. He graduated 
from Boston University with a B.B.A. 
degree; from Harvard with an M.B.A. 
and is completing academic require- 
ments for D.S.C. at New York Uni- 
versity. His business training covers 
one and one-half years in leather, one- 
half year research assistant in public 
utility management at Harvard Busi- 
ness School, five years director of Trade 
Survey Bureau of the Tanners Council 
and one year executive vice-president 
of the Council. 

J. Louis Nelson, as secretary, has 
been a mainstay in the service of the 


Council from its inception. He was 
secretary to the first president of the 
Tanners Council in 1917. Then, after 
the World War, he became assistant 
secretary under Edward A. Brand and 
in 1925 was promoted to secretary of 
the Council. One of his major works is 
the organization of the semi-annual 
American Leather Openings which 
have become a powerful factor for 
leather promotion in conjunction with 
the semi-annual Styles Conferences, 
more recently held at the Waldorf- 
Astoria. 

The Council has been acclaimed by 
other industries as being the perfect 
set-up for coordination of trade sta- 
tistics and the interpretation of trends 
in the expansion of use of a major 
commodity. 

At the meeting an official statement 
was issued by Percival E. Foerderer, 
chairman of the board, as follows: 

“The Executive Committee of the 
Board of Directors of the Tanners. 
Council of America, in giving consid- 
eration to the vacancy in the office of 
president caused by the passing of 
Fraser M. Moffat, recognizes the al- 
most unique position occupied by Mr. 
Moffat as the result of his broad 
leather background and his many per- 
sonal characteristics. The committee 
believes it would be difficult, if not 
impossible, to fill this office with an- 
other man of Mr. Moffat’s particular 
accomplishments. 

“Therefore, the Executive Committee 
has decided to take no action to fill 
the office of president. This policy has. 
been adopted both in honor of Mr. Mof- 
fat and in recognition of the capable 
discharge of the executive duties of the 
Council during the past year by Mer- 
rill A. Watson, executive vice-president. 
The Executive Committee believes that 
a simplified administrative structure of’ 
this general type involving an executive 
vice-president would conform to mod- 
ern trade association practice and be 
most consistent with the best interests 
of the industry. In accordance with 
this idea the recommendation is made: 
that consideration be given in October, 
1936, to declaring the office of president 
an honorary one, without compensation, 
to be filled by election from the In- 
dustry. 

[TURN TO PAGE 56, PLEASE]. 





HE style and quality of Krippendorf footwear is 
unquestioned. The sensational new Foot Rest 
Shoes already enjoy a remarkable sale, with an 84% 
gain in 1935! Now Foot Rest goes national, backing 
the excellence of their spring line with a great adver- 
tising campaign in 12,777,327 copies of these out- 


standing women’s maga- 
zines ... all in the spring 
and summer season. Na- 
tional advertising . . . high 
styling . . . superior quality 
... four great comfort fea- 
tures, including the new 
Snug Heelast .. . that’s 
what makes Foot Rest 


KRIPPENDORF 
SHOEISA 


fey 
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« FOOT REST FOR 1936 


Shoes the outstanding opportunity 
for profit in 1936. A smart feature 
line to retail at $6.50 to $7.00; 
slightly higher Denver west. The 
Foot Rest line is a complete line— 
both light soles and Goodyear welts. 


/ 
(At 


SEWED SHOE THE: KRIPPENDORF-DITTMANN COMPANY 





S. Waterbury & Son Company 
Increase Facilities 


BROOKLYN, N. Y.—S. Waterbury & 
Son Company, Brooklyn, who have been 
manufacturers of juvenile shoes of the 
finest quality since 1820, have recently 
enlarged their plant. The addition of 
ten thousand feet gives them a plant of 
thirty thousand square feet—which will 
allow for new and improved machinery, 
as well as increase the general effi- 
ciency. 

The company has enjoyed a consid- 
erable increase in demand for their 
product during 1935, which is, no doubt, 
a sign of the growing interest in qual- 
ity shoes. The greater plant facilities 
will make for a larger peak production, 
and enhance the important element of 
service to retailers. 


To Aid Shoe Stores 
in Selling Hosiery 


New YorkK—“We have just com- 
pleted a rather extensive investigation 
of hosiery retailing in shoe stores,” 
says R. B. Schindler, general manager 
of Schuylkill Valley Mills, “and I am 
forced to the conclusion that hosiery 
manufacturers’ generally have not 
given the thoughtful and intensive con- 
sideration to this market that it de- 
serves. I regret to say that we have 
been no exception. 

“We have under way special promo- 


tion plans and materials which we are 
confident will aid shoe stores material- 
lv in the sale of our highest quality 
lines, especially our exclusive patented 
Komfy-Top and Non-Run feature 
stockings. We intend to cater to the 
better shoe stores. 

“Since business very definitely indi- 
cates a revival of the demand for high 
grade hosiery, it is our good fortune to 
be able to offer these new promotional 
plens and materials at a most oppor- 
tune time.” 


Juvenile Shoe Corporation to 
Exhibit at Palmer House and 
Morrison 


Due to an error in the advertisement 
of the Juvenile Shoe Corporation, St. 
Louis, Mo., as published in Boot AND 
SHOE RECORDER of November 23, -the 
announcement of the firm’s exhibits at 
the National Shoe Fair, Chicago, Janu- 
ary 5 to 9, was incomplete. The 
Juvenile Shoe Corporation is to have 
exhibits during the Fair at Rooms 836- 
838, Palmer House, and at Rooms, 337- 
340, Morrison Hotel. 


Buffalo Trade Benefits 
by Trade Pact 


BuFFALO, N. Y.—The signing of a 
reciprocal tariff act by the United 
States with Canada under which Ca- 


nadians will be permitted to purchase 
commodities in this country up to $100 
a month duty free, is expected to have 
a beneficial effect on retail shoe trade 
in Buffalo. 

While there are some excellent shoes 
made in Canada and some shipped into 
that country from England and other 
countries, the influence of style attracts 
many Canadian women to American 
shoes. Even with the tariff, shoe deal- 
ers in Buffalo did a fairly large busi- 
ness with Canadians but this new boon 
to trade is expected to very materially 
increase it. Every retail line in Buf- 
falo is acknowledged to be benefited by 
the new pact. 


Window Display 
Attracts Attention 


SEATTLE, WASH.—Novel merchandis- 
ing and window display activity was 
viewed by thousands this week in front 
of the large corner windows of Leed’s 
Shoe Stores at Third and Pike Streets. 
J. P. Dawling, Leed’s manager in Seat- 
tle, engaged girls with beautiful legs 
to model hosiery and footwear. Only 
the legs of the girls were visible to the 
crowds, causing congestion at the corner 
for an exciting effect. As they paraded 
back and forth, their faces were con- 
cealed by a panel that called attention 
to the merchandise, and the values so 
attractively modeled. So as the public 
looked upwards, they were compelled to 
read the message of the footwear. 
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THE OUTSTANDING x 


Big Features 


In every Foot Rest Shoe, in a year of “sensible 
shoes,” are these great comfort features, to give 
women new and perfect balance in walking. 


Metatarsal Cushion of live rubber to sup- 
port the metatarsal arch and retain the elas- 
tic step of youth. 


Rolled Insole to give additional support to 
the inner side of the foot. 


Invisible Heel Cushion of live rubber to ab- 
sorb the shocks of walking. 


Snug Heelast, shorter from ball to heel, in- 
sures snug glove-like heel fit, without sacri- 
ficing toe room. 


fy 


-SNUG-HEELAST 


* 


METATARSAL 
CUSHION 


ROLLED 


fi INSOLE 


HEEL 
CUSHION 


SNUG HEELAST 
Shorter from 
ball to heel 





FOOT REST 


_ SHOE 


Ordinary back. 
Loose, unsightly. 


Snug Heelast’s 
perfect fit. 





Obituaries 
William H. Collins 


BrocKTON, MAss.—William H. Col- 
lins, who conducted a shoe business in 
this city for many years, died in his 
74th year, following an illness lasting 
several months. 

Mr. Collins was a native of Wales, 
coming to this city about 60 years ago. 
He is survived by two brothers and two 
sisters, all living in this city. 


Isidore Jacobs 


DENVER, CoL0.—Isidore Jacobs passed 
away in this city following a long ill- 
ness of some seven years’ duration. 
Burial was at his home city of New 
Orleans. His brother, Earle, made the 
trip to Denver and accompanied the 
body back to its last resting place. 

Isidore Jacobs was best known as co- 
partner with his brother, Earle, in the 
operation of the various Walk-Over 
shoe stores owned by the brothers in 
New Orleans. They entered the retail 
shoe business in a small Texas town, 
going to New Orleans about 22 years 
ago. Their Walk-Over agency grew 
steadily from the start. When both 
brothers were forced by severe sickness 
to retire from active business some 
seven years ago, they had built up one 


of the best retail shoe businesses in the 
country. Their Canal Street store 
rated as one of the finest in the coun- 
try. 


ISIDORE JACOBS 


Complete control of the business was 
taken over by the George E. Keith Co. 
only after the brothers were physically 
unable to continue. At one time Mr. 
Jacobs was president of the Walk-Over 
Dealers’ Association. This work, to- 
gether with his interest in the Nation- 
al Shoe Retailers’ Association, brought 


him into close contact with retail shoe 
men all over the country who valued 
highly his friendship and his keen busi- 
ness ability. 

It was only through his wonderful 
fighting ability that Isidore Jacobs kept 
alive as long as he did. An infection 
caused the loss of a leg seven years ago, 
and the condition of his lungs necessi- 
tated his living in Denver. His two 
daughters, who had lived with him here, 
have returned to their former home in 
New Orleans. 


Frank L. Turner 


BRAZIL, IND.—F rank Lester Turner, 
56 years old, local shoe merchant, died 
recently at his home. He was credited 
with originating the “serve yourself” 
method of shoe retailing which re- 
ceived much publicity some years ago. 
His mother, widow and five children 
survive him. He was a member of An- 
nunciation Catholic Church, the Elks 
and Eagles lodges. 





New Location 


CHIcAGO, ILL.—Julius Blumenthal, 
who for many years has operated a 
shoe store at 4105 West Madison Street, 
has just recently moved to new quar- 
ters at 4058 West Madison Street and 
is operating under the name of La Blue 
Shoe Shop. 








There are hundreds 
of “arch” lines, but 
there is only one 
genuine Arch Pre- 
server Shoe for Men 
THE WRIGHT ARCH 
PRESERVER SHOE 

the first and still the 
leading arch-type 
feature shoe among 
dealers, doctors and 
the general public. It 
is made EXCLUSIVELY 
by E.T. Wright & Co., 
Inc., of Rockland, 


Massachusetts. 


C7 
ARCH PRESERVER 


FOR 
MEN 


SHOES 
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Shot Three Bucks and Timber Wolf 
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William J. DeWitt and his son, Frank DeWitt, with the three fine bucks which 
they bagged on their recent Canadian hunting trip. 


AUBURN, N. Y.—Three fine bucks 
and a large timber wolf fell victims to 
the prowess of a trio of Auburn hunt- 
ers who spent 10 days on a deer hunt- 
ing expedition in Canada, making their 
headquarters at William J. De Witt’s 
camp “Without,” in the vicinity of the 
Madawaska River, near Calabogie 
River, Province of Ontario. Mr. De 
Witt is president of Shoe Form Co., 
Inc., of Auburn. 

The camp, a log cabin, was recently 


acquired by Mr. De Witt, who also 
has a much more pretentious camp at 
Bob’s Lake, Canada, a favorite spot 
with his friends. 

With Mr. De Witt were Frank De 
Witt, his son, and Allen M. Eldredge. 
They were fully 300 miles north of 
Auburn in a sector where snow was 
several inches deep. 

The timber wolf will bring a bounty 
of $20 from the Canadian government, 
the hunters reported. 





Wohl Observes Anniversary 


St. Louts—The Wohl Shoe Co. ob- 
served its fifteenth anniversary as a 
retail business last week. Its first re- 
tail department was opened in a ready- 
to-wear store on Washington Ave. in 
St. Louis in 1920. Previous to that it 
had been a small jobbing concern. The 
firm now operates 235 retail depart- 
ments in stores from coast to coast. 

Concentration on the operation of 
present retail outlets and the develop- 
ment of the business by extending its 
merchandising service to assist the in- 
dividual merchant are major objectives 
in the firm’s plans for the future. 


J. F. McElwain Officials Feted 


NASHUA, N. H.—Officials of the J. F. 
McElwain Shoe Company, largest shoe 
manufacturers in New Hampshire, 
were guests at a testimonial dinner 
given by the Chamber of Commerce 
November 18 in recognition of the 
manufacture of 50 million pairs of 
shoes and the steady employment given 
to citizens of Nashua. 

Attorney Thomas J. Leonard, mem- 
ber of the Governor’s Council, was 
toastmaster and former Mayor William 
F. Sullivan presented Major Francis 


P. Murphy with a bronze plaque. 

Speakers included Councilor Dr. 
Lynn Cutler, representing Governor 
Bridges; W. L. Carter, president of the 
New England council; Judge H. A. 
Burque, former mayor, and Judge John 
R. Spring. 

Officials of the company present in- 
cluded J. Franklin McElwain, presi- 
dent; Seward Patterson, vice-presi- 
dent; Major Francis P. Murphy, man- 
ager, and Robert C. Erb, treasurer. 


Shoemen Win Awards 


BuFFALO, N. Y.—Nathan G. Rogers 
and Frank S. Syracuse, shoe salesmen 
of the Burke Enna Jettick shoe store 
of this city, are rejoicing over their 
feat in winning sixth and_ seventh 
places in the nationwide contests con- 
ducted by the Enna Jettick Shoes, Inc., 
of Auburn. The contest, which was 
held for the purpose of selecting the 
best 500 retail shoe salesmen of Enna 
Jettick shoes, closed November 9. In 
addition to becoming members of the 
Enna Jettick “500” club, both Mr. 
Rogers and Mr. Syracuse received cash 
awards of $50 each and a congratula- 
tory letter from the president of the 
company. 
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Rubber Shoe Contracts Awarded 


Boston, Mass.—Contracts for the 
manufacture of rubber footwear for 
the U. S. Army were awarded recently 
to the following firms according to an 
announcement made by Lieutenant- 
Colonel George Luberoff in command 
of the Boston Quartermaster Depot. 

For the manufacture of knee length 

rubber boots, contracts were awarded 
to the Tyer Rubber Co. of Andover, 
Mass., for 720 pairs at $1.91 per pair; 
the Firestone Footwear Co. of Boston, 
Mass., for 600 pairs at $1.91 per pair; 
the Phillips-Baker Rubber Co. of Provi- 
dence, R. I., for 1,200 pairs at $1.93% 
per pair; the Goodyear Rubber Co. of 
Middletown, Conn., for 1,000 at $1.95% 
per pair; the Hood Rubber Co. of 
Watertown, Mass., for 5,000 pairs at 
$1.97 per pair, and the United States 
Rubber Products, Inc., of Naugatuck, 
Conn., for 2,481 pairs at $1.97% per 
air. 
’ The United States Rubber Products 
Co., Inc., was awarded the contract for 
6,535 pairs of rubber hip boots at $3.08 
per pair. 

The contracts for rubber top over- 
shoes were awarded to the Tyer Rub- 
ber Co. for 1,200 pairs at $1.91 per 
pair; Firestone Footwear Co. for 600 
pairs at $1.91 per pair; the Phillips- 
Baker Rubber Co. for 2,400 pairs at 
$1.934%4 per pair; the Goodyear Rubber 
Co. for 1,800 pairs at $1.94 per pair; 
the Hood Rubber Co. for 10,000 pairs 
at $1.95 per pair, and to the United 
States Rubber Products, Inc., for 4,411 
pairs at $1.97% per pair. 


Large Contracts for CCC 
Shoes Awarded 


Boston, Mass.—The Endicott-John- 
son Corporation was awarded the con- 
tract of manufacturing more than half 
of the 322,333 pairs of shoes for the 
CCC at the bidding which opened at the 
Boston Quartermaster Depot on No- 
vember 22. 

The Endicott-Johnson Corp. of Endi- 
cott, N. Y., was awarded the contract 
for the manufacture of 172,000 pairs 
at $2.67 per pair. 

The Brown Shoe Co., Inc., St. Louis, 
Mo., will make 60,000 pairs at $2.715 
per pair, and the Joseph M. Herman 
Shoe Co. of Boston, Mass., received the 
contract for the manufacture of 90,333 
pairs at $2.77 per pair. 

Award on 15,000 pairs of special 
type service shoes was held up awaiting 
the determination of samples. 


Family Shoe Store Opened 


RAYMOND, WASH.—The Family Shoe 
Store has been opened by C. D. Morales 
as the newest footwear shop in this 
city. A gala opening was staged by 
Mr. Morales this November, when he 
opened his store in the Central Build- 
ing. Shelving has been placed around 
three sides of the room, in a well ar- 
ranged interior, to take care of the new 
stock which has been received since the 
recent opening. 


Page 51 


Fifth Avenue uvenile Display 


An attractive window display of children's shoes by B. Altman & Co., New York. Shoes shown 
in this window were the popular Propr-Bilt line, which are also featured by Altman in their 
stores at White Plains, N. Y., and East Orange, N. J. 





Justin and Sons Present 
Boots to Major Bowes 


Fort Wortu, TExAS—The H. J. Jus- 
tin & Sons Company, shoe manufac- 
turers in Fort Worth, Texas, sent 


Major Edward Bowes a pair of cow- 
boy boots when the Major honored 
Fort Worth on his Amateur Hour, 
Sunday night, November 24. During 
the program, Major Bowes acknowl- 
edged receiving the “pair of Justin 
boots from Fort .Worth.” 











TROUBLE SHOOTERS , THAT'S: US.7 


(T 1S USUALLY THE FOOT THAT 
CAUSES COMPLAINTS ~ NOT THE SHOE.) 
— WE FIX THE FOOT— 





Minimize Returns and Complaints. Give 


Instant Callous Relief with 
YourPrice$6. Retail Price$1.Send for FREE sample pair today C 


WIZARD COMPANY 


run Hoot: 


St. Louis, Mo. + Walsall, England 4 
Canadian Distributors: Canadian Specialties, Ltd., 49 Sanford Avenue, So., Hamilton, Ont 











A Worthwhile 
Children’s Shoe 
Business 


. is the result when it has for 
its base a line of shoes such as 
Propr-Bilt, each pair scientically 
constructed to aid the growing 
feet to keep healthy, and to aid in 
correcting minor foot ailments. 


Many of the nation's best stores 
are finding that Propr-Bilts accom- 
plish this very desirable result for 
them; that they are effective busi- 
ness-builders. Both in quality and 
fitting values, they give your store 
first rank. 


For they are endorsed by leading 
Orthopedists and Physicians. 


It will be a pleasure to send you 
details and catalog upon request. 














No. 4781 


Growing Girl's 
Prado Calf Oxford 
Brown Calf Trim 








'D ONNELL 
SHOE COMPANY 


Humbold+ Te 


e 


‘New York Office, 531 Marbridge Bldg. 
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Sterling to Announce Important 


Last Development 


New York—According to Lou Ser- 
ling, president of the Sterling Last 
Corporation, every shoe merchant in 
the country is interested in the future 
of the square toe and square heel as 
it is now seen in the season’s newest 
mode. They want to know how impor- 
tant the square toe is as a fashion. 
Are square toes in the picture to stay, 
and are they suitable for high style 
footwear only, or for mass fashion 
also? 


LOU SERLING 


Mr. Serling, one of the foremost 
fashioners of lasts in America to- 
day, says the majority of shoe mer- 
chants and stylists agree that square 
toes are of great importance as a real 
promotional fashion. However, this 
new fashion is not expected to affect 
orthopedic shoes, but it is a factor in 
many semi-corrective lines. It is now 
a mass fashion, being shown and sell- 
ing in the least expensive lines as well 
as the higher price quality range of 
footwear. As to the life of this popu- 
lar fashion, however, Mr. Serling, 
along with other well-known authori- 
ties, refuses to offer any prediction. 

Getting back to the more technical 
side of shoemaking, Mr. Serling says: 
“Fashion in footwear begins with last 
making, and the Sterling Last Corpora- 
tion has developed and will shortly an- 
nounce a new process of lastmaking 
which will assure absolutely true sizes. 

“Manufacturers have always had 
trouble in that wood lasts, due to cli- 
matic conditions have never been uni- 
form. The important new process 
developed by The Sterling Last Cor- 
poration will make all lasts uniform 
to the minutest fraction of an inch, 
and the last will remain in that con- 
dition indefinitely.” 


New York Wholesalers 


Stage Successful Party 


NEw YorkK—The Wholesale Shoe 
Men’s Association of New York held 
its first annual entertainment and 
dance in the grand ballroom of The 
Manhattan, Sunday evening, Nov. 17. 
The affair proved an enjoyable occasion 
and a great success, with nearly 2500 
people in attendance. Ben Rubin was 
chairman of the Entertainment and 
Dance Committee. 

The entertainment started about 9 
o’clock and continued until almost 
twelve o’clock. It was headed by such 
stars as Belle Baker, Nicholas Bros., 
Ed Lowry, Fields, Smith & Fields, 
Grant & Rosalie, Eddie Lambert and 
the Seidler Sisters Revue. The dance 
music was furnished by Earl Carpen- 
ter and his Miami Biltmore Orchestra. 

The following are the officers of this 
association: Harry Rosenberg, organ- 
izing chairman; Henri M. Landman, 
president; Henry A. Rubens, 1st vice- 
president; Herman Becker, 2nd vice- 
president; Solomon S. Koppel, secre- 
tary; Jack Schwartz, treasurer; Sig- 
mund I. Sobel, chaplain; Samuel Lip- 
chitz, sergeant-at-arms; Benjamin 
Greenblatt, tiler. 

Board of Governors: Harry Rosen- 
berg, Isidore Cohen, Sigmund I. Sobel, 
Ben Rubin, Samuel Goldstone, Max 
Ermoloff. 

Board of Trustees: Harry A. Cohen, 
Aaron Schwartz, Joseph Moses. 

Relief Committee: Lester Pincus, 
Otto Reiter, Solomon S. Koppel, Jack 
Schwartz, Theo. Seidelman. 

Entertainment and Dance Commit- 
tee: Benjamin Rubin, chairman; Har- 
old Abramson, George Anker, Samuel 
J. Biedell, Isaac Brooks, Benjamin 
Brown, Harry Bucksbaum, Samuel J. 
Freedman, Abraham Geffen, Sol Fen- 
sior, Samuel Goldstone, Joseph D. Glad- 
stone, Martin Kaitz, Samuel Lipchitz, 
Marcus Masia, Joseph Moses, Jacob D. 
Rosenfeld, Harry Rubenstein, Max 
Sank, Sol Schleifstein, Milton Seitles, 
Dave Siegler, Irwin R. Schumm, Abra- 
ham Weiss. 


Convention Plans Complete 


DetTroIT—Michigan Retail Shoe 
Dealers Association held a successful 
meeting of all committeemen, for re- 
ports on the plans for the State Con- 
vention, January 12-14. 

The meeting, a dinner affair at the 
Detroit-Leland Hotel, was attended by 
28 committee chairmen and members, 
and resulted in increased enthusiasm 
for the convention, according to Presi- 
dent Clyde K. Taylor. 

The entertainment, style show, and 
program committees have practically 
completed plans. The style show will 
include a group of 25 attractive models, 
who will display all new fashions in 
Fall footwear. An elaborate runway 
will be constructed in the ballroom of 
the Detroit-Leland Hotel for this pur- 
pose. 
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= Ensemble Slip Aids Selling in the Lord Shoe Co. store at 508 Brockton Last Co. Closes 
: Main Street, which is conducted by 
Commit- FRESNO, CALIF.—The shoe ensemble yr, and Mrs. Harry Stein BROcKTON, Mass.— Giving as the 
n; Har- slip, a novel form used to facilitate . ii ‘ reason the loss of business to the west- 
Samuel suggestive selling, has greatly stimu- ern cities and Canada, Fred Dow, 
enjamin lated sales for the shoe departments October Production Up president of the Brockton Last Mfg. 
muel J. at the Harry Coffee Clothing Co. stores Company, announces the closing of the 
sol Fen- in Fresno and Bakersfield, Calif. PRODUCTION OF BOOTS, SHOES, AND company. 
D. Glad- These ensemble slips are put out for ooLIPPERS, OTHER THAN RUBBER The company, one of the largest 
Lipchitz, each major season, Winter, Spring, wine OCTOBER , 1938 manufacturers of lasts in the country 
Jacob D. Summer and Fall. Each one lists the ia and with an industrial history of more 
n, Max several items that an average shoe “ than fifty years of production in 
Seitles, wardrobe should contain. “2 Brockton, was founded in 1885 by the 
n, Abra- The slips are mimeographed and “ late W. H. Cary, A. A. Delano and 
supplies of them furnished to each : William Thompson. The present fac- 
salesman. At the bottom of the form ca tory was erected by the firm in 1893 
is a space for customer’s name and 32 has been devoted to the manufacture 
te address and the name or number of : of lasts. 
the salesman. Opposite the merchan- The present firm was incorporated 
1 Shoe dise listings are spaces to be checked ba five years ago with Fred Drew, H. L. 
iccessful for each item actually sold. = Moorhouse, E. W. White and C. L. 
for re- Of course, the styles and shades are ‘0 Sturgis as its executives. 
ate Con- determined according to the custom- e No tenant has been secured for the 
er’s clothing. The salesman has before ” factory, which has been vacated, and 
r at the him a list of the general classes of ’ the machinery and equipment, will in 
mded by merchandise each ensemble should con- “ all probability be sold. 
nembers, tain. He can’t forget to suggest and ii g/813 13 
thusiasm he knows what to suggest. In many Open Second Store 
to Presi- cases, a single pair sale has been built P ee . 
a in o Getalee tenets wa. bir oN Shoe production for the MILWAUKEE, Wis.—The Father & 
— — : October — 5 per cent from gon Shoe Co., retailers of popular 
ow, eptember, 1935, and 22.4 per cent from . : 
actically Ff October, 1934, according to the latest figures — ge Pee vg and boys, 
how will Ire Damages Shoe Stock released by the Bureau of the Census. Total pogo W. Vliet Str. rg The f recently 
> models, Arnot, Mase.—Fire caused damage production, including boots, shoes and slippers, ye 2333 N Thi a st ig pie store 
hions in estimated at about $5,000 to the Court of factories reporting for the month, amounted 2¢ : ir reet, Louis M. 
runway Build; eS ae ee ee es to 35,139,031 pairs. Production for the period Pessin, manager, was opened about two 
ce uilding at 498-508 Main Street in the 4,5, January to October, inclusive, shows an Months ago. In both cases the stores 


his pur- 


business district November 19. The 
principal loss was to the stock of shoes 


increase of 3.5 per cent as compared with the 
same period of last year. 


were extensively remodeled and re- 
decorated. 
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Children's Footwear 
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MRS. DAY’S IDEAL BABY SHOES 
Infants’ Soft Soles.. 0-3 
intermediates 1-5 
Flexible Mard Soles. 2-6 
Bend for In-Stock 
Catalog 





MRS. DAY’S IDEAL BABY 
Locust St. Danvers, Mass. 
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Men's Shoes 
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Racing Season Develops 
New Styles 


Los ANGELES, CALIF.—The big win- 
ter horse racing season which will open 
at the Santa Anita race track near 
Pasadena on Christmas Day is already 
giving atmosphere to Los Angeles’ 
better shoe departments. 

The May Company has introduced a 
sturdy looking, race-track-flavored type 
of shoe for women, made of rugged 
wool fiber with a British calf trim. 
The shoe has an all-leather heel, a 
lightweight welt, and an overlapping 
shawl. 

Another number which has already 
sold in considerable volume is the shoe 
classified as the Damascus flat. This 
number is distinguished by a series of 
parallel slashes across the vamp and 
by a leather bow. The toe is plain 
and ancient looking. Leathers shown 
are patent, calf, and suede. Colors 
shown are black, brown, and dubonnet. 
The heels are low and the general ap- 
pearance ultra smart. 

The men’s shop in Bullock’s down- 
town store has not failed to recognize 
the imminent advent of the racing 
season. The most outstanding race 
track number for men is a brown and 
white combination, the vamp in brown 
and the entire quarter in white. The 
straight cap is heavily perforated. 

Other numbers with Santa Anita 
atmosphere in them are_ two-tone 
browns in calf, all-over brown suedes 
with wing tips, and the modern dove- 
gray suedes with perforated tips. 

The heavy influx of sportsmen from 
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Modern Department in Providence 
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The interior of the newly modernized shoe department of Gladding's, local 
department store of Providence, R. |. 





PROVIDENCE, R. I.—The shoe depart- 
ment at Gladding’s, local department 
store featuring quality merchandise, 
has been completely remodeled and 
equipped with new, modernized fixtures. 

Along with the new department, 
Emmett Smollins, buyer and depart- 
ment manager, has added two new high 
price levels in shoes, the new lines re- 
tailing at $12.50 and $14.50. The pre- 
vious high was $10.50, which shows a 
marked trading up in this shoe business. 
Sales in the newly-added lines have 
been very encouraging. 

At the same time the department is 
discontinuing an inexpensive price line, 
retailing at $6.50, which was added dur- 
ing the summer. The lowest line now 
retails at $8.75. The $12.50 and $10.50 
lines are very good sellers, according 








to Mr. Smollins, the latter line exceed- 
ing sales of their $8.75 line, which in- 
dicates marked progress in selling bet- 
ter shoes. 

The predominant color of the newly- 
remodeled department is brown, with 
a contrasting light shade. Shoe boxes 
carry out the same scheme. Wall dis- 
plays, above the wall stock, feature dif- 
ferent types shoes contrasted against a 
very light and a dark brown back- 
ground. These shoes are cut out of 
cardboard and trimmed with suede cov- 
erings, making an attractive display. 

Mr. Smollins reports that business is 
considerably better than at this time 
last year, part of which may be at- 
tributed to improvement in business 
conditions and part to the store’s ac- 
tivity in the shoe department. 





all parts of America and even from 
Europe is expected to make the racing 
season this year, which is only the 
second year, more important than ever 
in its influence on outdoor shoes both 
for men and women. 





Feature Promotion Brings Result 


SaLT LAKE City, UTAH — There’s 
good psychology in occasionally stag- 
ing a special attraction in a shoe de- 
partment for the reason that it stimu- 
lates new sales and establishes that 
department as one that’s “up and do- 
ing” things. 

Auerbach’s shoe department proved 
this recently when they staged a gala 
opening of the Dr. Locke shoe section 
in their department. A special educa- 
tional motion picture was shown and 
personal representatives of the Dr. 
Locke concern presided. During the 
week 300 pairs of Dr. Locke shoes were 
sold. Many persons who had formerly 
sent to Denver, San Francisco and 
other points for these special shoes, 
came in and purchased because of the 
wide-spread publicity given to the event 
and thus the department has assured 
their future business. 





Norman Jansen, formerly of the ex- 
clusive De Pinna department store, 
New York City, and prior to that, 
with Bullock’s of Los Angeles, has now 
joined the Auerbach shoe staff. Frank 
Martin, formerly of the Keith O’Brien 
shoe department, has also become asso- 
ciated with Auerbach. 





R. H. Fyfe Feature Potato Week 


DETROIT, MicH.—Visitors to R. H. 
Fyfe and Company were startled re- 
cently with the spectacle of a couple of 
pecks of potatoes piled up in the main 
store window. The occasion was Mich- 
igan’s annual Potato Week. The tie-up 
was arranged by display manager F. 
E. Whitelam. 

About two pecks of potatoes were 
piled up in one window on Woodward 
Avenue, along with an elaborate dis- 
play of men’s shoes. The incongruous 
combination attracted plenty of atten- 
tion, and the motto “Let’s buy Michi- 
gan potatoes” was responsible for 
stopping far more people than would 
just have stopped to look at shoes 
alone. The natural urge was to stop 
and see what the potatoes were doing 
in a style window like this. 
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BALLET SLIPPERS 
Right and Left Lasts 
Black Kid 


No. 
Wom. Miss 
$1.15 
BROOKS SHOE MFG. CO. 
Swanson and Ritner, Philadelphia 
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Dancing Shoes and Taps 


TAP DANCING THEO SLIPPER 


PATENT LEATHER 
1305—Childs’, 82/11 
$1.00 
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BLOG SHOE CO., INC. 
147 Duane St., New Yerk City 











What's New 


Shirley Temple Line to Be Made 
by Green Shoe Mfg. Co. 


BostoN—The Green Shoe Manufac- 
turing Company of Boston, well-known 
makers of fine juvenile shoes, are to 
be exclusive manufacturers of a line 
of high grade footwear for children 
and misses under the name “Shirley 
Temple.” 

























It has been the policy of the Shirley 
Temple management to permit the ex- 
clusive use of the name of this Twen- 
tieth Century-Fox Film juvenile star 
on better grade children’s wear. 

That the choice should fall to The 
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Della M. Harrold "on the air" for her five minute children's broadcast which she 
holds every Sunday morning on station WKY in Oklahoma City. 


OKLAHOMA City, Oxia.—Della M. 
Harrold owns and operates the chil- 
dren’s shoe department in the McEwen- 
Halliburton department store. She has 
done a truly outstanding job and has 
shown a substantial increase in her 
business this year, through the use of 
a comparatively inexpensive five-minute 
radio broadcast Sunday morning. 

The specific purpose of the short time 
on the air was to gain the consistent 
interest of the children—to entertain 
them and establish the name of Pied 
Piper in every household in the WKY 
territory. The short opening and clos- 
ing announcement was carefully word- 
ed so as to veil any commercial message 
and merely served to introduce the pro- 
gram proper, containing from time to 
time the mention of special attractions 
in the department. 

There was no description of mer- 
chandise, mention of price or other 
direct selling points, the broadcast 
serving rather to invite membership 


in the club by registration in the de- 
partment at the store and calling atten- 
tion to free offers to members, these 
also to be secured by a visit to the de- 
partment. 

The program itself consisted of 
weekly episodes in story form, “The 
Adventures of the Children of Hamelin 
after they entered the Magic Moun- 
tain.” 

Each Sunday’s brief story ended on 
an exciting point with an invitation 
to the youngsters to tune in again next 
Sunday. Colorful button-badges with the 
picture of the Pied Piper and the name 
of the store were ready at the store 
and when a child, accompanied by a 
parent, appeared in the department one 
of these buttons was given to him or 
her. Almost invariably this child was 
fitted with a pair of shoes before leav- 
ing the department. In any event, the 
merchandise was displayed and ac- 
quaintance made. 








Green Shoe Manufacturing Company is 
not surprising inasmuch as Shirley had 
been wearing Green shoes for some 
time prior to the conclusion of the ar- 
rangement which gives this company 
the exclusive right to manufacture and 
distribute under her name. 

The introduction of Shirley to the 
shoe industry culminates a long and 
earnest search for something new and 
refreshing and of major importance in 
juvenile footwear promotion. 

For the present, the line will be 
made up to order, and consists of ap- 
proximately twenty numbers in straps, 
T-straps, oxfords and sandals, vari- 
ously distinguished as party or play 
shoes. Particularly interesting is the 
daintiness imparted by the stylists—a 
refinement that truly reflects the char- 
acter of the diminutive star. 

The line will be available in all ap- 
propriate leathers in size runs five to 
eight; eight and one-half to twelve; 
and twelve and one-half to three. 
The new line of “Authentic Shirley 








Temple Shoes” is now being shown by 
all Green salesmen in conjunction with 
the other Green lines of fine juvenile 
footwear — Junior Arch Preserver, 
Stride-Rite, MoDeb, and Greenflex. 





Tanners Co-ordinate Research 
[CONTINUED FROM PAGE 47] 


“The program and operations of the 
Tanners Council will continue pre- 
cisely as in the past. The general pol- 
icy of the Council will be outlined by 
the Board of Directors. The Chairman 
of the Board will supervise the carry- 
ing out of the board’s policy by the 
council. The full-time officials directing 
the active work of the council will be 
the executive vice-president, Merrill A. 
Watson, and the secretary, J. L. Nel- 
son. The Executive Committee has 
complete confidence in the ability of 
these executives to develop and carry 
on the active work of the Tanners 
Council efficiently and economically.” 
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Shoemaking Is Good 
Medicine 
By J. Edw. Tufft 


Rancho Los Amigos is the name applied to the 
County Farm in Los Angeles County, California, pos- 
sibly the most beautiful eleemosynary institution of 
the kind in America and among the three largest of 
the kind on the North American continent. 

As a phase of the occupational therapy department, 
a shoe factory has been established under the tutorship 
of Caesar Mattei, skilled shoemaker, who comes from 
a line of six generations of expert shoemakers. The 
thought is to keep patients busy and through such occu- 
pation make them happier and healthier. In other 
words, the plan is to use shoemaking as a medicine— 
and it works. 

Starting four years and a half ago, Mr. Mattei had 
but three pupils, all old men, one of them being past 
70 years of age. One other of the three had a wooden 
leg and the other a paralyzed arm. No one knew a 
thing about shoemaking or repairing. 

Today 22 men are at work with modern equipment, 
making all the shoes worn by men on the farm! Not 
only is a high grade stock shoe made, but the little 
factory also makes many orthopedic shoes. The first 
three men became efficient workmen. 

Among those at work in the factory today are one 
man with epilepsy, four with one wooden leg each, 
two with bad feet and one in a wheel chair. This force, 
working short hours, no one hurrying, turns out 1000 
pairs of stock shoes each year, 150 pairs of orthopedic 
shoes, and repairs 650 pairs each month. The stock 
shoe is a blucher, elk skin, with either leather or 
composition sole and made in either black or tan. 

Mr. Mattei finds plenty of variety in human in- 
terest in his work. His department has made shoes 
for both a giant and a pygmy. The giant was 8 feet 
4 inches tall and weighed over 600 pounds. His 
shoes were No. 24. The pygmy was under 40 inches 
in height and wore a No. 10, Triple-E, child’s size. 

One man, on crutches for years, fitted with ortho- 
pedic shoes in this department, abandoned his crutches, 
asked for dismissal from the institution, and now makes 
a good living on the outside. 

One old man, 60 years and over, learned his job 
so thoroughly and saved his stipend so religiously, 
that he bought a truck, built a body on it large enough 
to live in, installed a shop in it also and now goes 
about the state earning good money on his own hook 
repairing shoes and harness for farmers. 

Another man, well along in years, has gone to Los 
Angeles and established a successful shoe repair busi- 
ness and also does orthopedic work. 

The man who sews most of the seams on the machine 
is nearly 75 years of age and learned his work after 
he was 70. 
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TREATED FOR DYEING 


R116 Genuine: silver kid.... $2.75 
R163 Genuine gold kid...... 3.25 
24 Last, Full Round Toe, 11/8 

Block Heel 

AA to C Widths 

R1160 Genuine silver Bid....%. a 
R162 Genuine gold kid 
95 Last, Medium Full Toe, 21/8 


uis Hee 
AAA to C Widths 


Rage 57 


Buy Evenine SaNbALs 


SEND FOR 
COMPLETE 
IN-STOCK 
BULLETIN 


CHIC 
IN 
STOCK 


RI217 Patent Leather ........ $2.10 
R219 Black Calf ............ 2.10 
R221 Brown Calf ........... 2.10 


63 Last, Square Toe, 13/8 Square 
Heel 


AA and B Only 





CAPRI 


R1138 Genuine silver kid...... $3.10 

Rii42 Genuine gold kid 60 

R4300 Black Faille 

R4302 White Faille 06 

R4304 Black Velvet, satin trim 2.00 

95 Last, Short Vamp 21/8 Louis 
Heel 


AAA to C Widths 


Above Shoe Also In Stock in All 
Materials with 11/8 Block Heel 
AA to C. 





a 
BELLE 
l 


R1564 Black Faille, silv. str...$2.00 

aise White Faille, silv. str.. 2.00 

R1568 Black Velvet, silv. str.. 2.00 

R4318 Black Faille, satin str.. 2.00 

R4320 White Faille, satin Saat 2.00 
AA _to C Wid 


R1570 Green Velvet, silv. “ste. $2.00 
R1572 Red Velvet, gold str... 2.00 
AA and B Widths Only 
95 Last, Medium ay Toe, 21/8 


Louis Hee 
Above Shoe Also In Stock in All 
mea with 11/8 Block Heel 


@ 
Terms: 2% 10 Days; Net 30. F.0.B. Factory. 


HANNAHSON’S 


Haverhill, Mass. 
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Riding Boots 





LARGEST 
BOOT STOCK 


in America 
Domestic and Imported 
For Immediate Delivery 


Men’s, Women’s, Children’s 
Boots for Riding 
Field, Hunting, Aviation 
Also Jodhpurs & Jodgores 


Complete Catalog 
R-7 on Request 


COLT 
CROMWELL CO. 
1239 Broadway 
New York City 
524 Santa Fe Bldg. 
Dallas, Texas 











RIDING 
owen g. 


IN-STOCK 
For Men, Women and 
Children—-also 
Jodhpurs and Field 
Boots 





J. M. CONNELL 
SHOE CO. 


80. BRAINTREE 
MASS. 





Write for Catalog 


BOOT 


Headquarters 


A complete line of Riding, 
Field and Jodhpur Boots. 
Cowboy Boots and Boot Shoes. 
Boots to meet your every 
deinand in style and price. 





Our large floor stock 
means quick service. 


KIRKENDALL 
BOOT COMPANY 
Omaha, Nebraska 








New Shoe-Fitting Expert 


BRIDGEPORT, CONN.—George Lavery 
has permanently joined the shoe de- 
partment at Meigs and Co., Inc., corner 
of Main Street and Fairfield Avenue, 
as shoe fitting expert. Mr. Lavery was 
formerly representative of the Per- 
sonal Education Staff of Dr. William 
M. Scholl. 
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Movie Explains Nunn-Bush 
Yearly Salary Plan 


MILWAUKEE, Wis.—Nunn-Bush Shoe 
Company’s compensation plan, under 
which 850 employees are guaranteed a 
yearly salary, has been made the sub- 
ject of an interesting two-reel sound 
picture entitled “Fifty-Two Pay Checks 
Each Year.” © This is not an advertis- 
ing film featuring the Nunn-Bush prod- 
uct, but a straightforward story of the 
compensation plan. It is already in de- 
mand for presentation by luncheon clubs 
and churches, schools and colleges, and 
the Government has asked for three 
copies to exhibit at CCC camps. 

One of the opening scenes shows 
America, the land of great wealth and 
rich resources, on the one hand, and 
bread lines, stretching for blocks, on 
the other. A paradox of plenty, the 
movie calls it, with free men and free 
women feeding off the crumbs of human 
charity . . . strikes, the bloody battle- 
grounds in the great industrial cen- 
ters—why, it is asked, cannot man, who 
has conquered earth and sky, peaceful- 
ly work out his relationships with his 
fellow men? 

The company, the film continues, feels 
that its plan of employment stabiliza- 
tion and security offers a happy solu- 
tion to the difficulties. On the screen 
then appears the board of directors, 
H. L. Nunn, president, saying that 
much of the credit for working out the 
plan is due the employees’ shop union. 

“Guaranteeing the men security of 
their jobs for the entire 12 months,” 
continues Mr. Nunn, “is neither philan- 
thropy nor is it paternalism. It is 
rather a matter of intelligent coopera- 
tion for the greater profit and larger 
happiness of everyone concerned. 

“We are simply agreeing to set aside 
a definite percentage of the value of 
every pair of shoes produced, as the 
just and worthy wage of labor. And 
we are agreeing to budget each work- 
er’s share of this group salary into 52 
pay checks throughout the year.” 

Mr. Nunn then explains how the com- 
pany has “insisted” that the employees’ 
shop union employ an independent pub- 
lic certified accountant to audit the 
books periodically, in order that there 
can arise no question as to the proper 
distribution of the workers’ share of 
the company’s gross receipts. 

With what favor the workers look 
upon the plan is explained by some of 
the other “actors,” including Harry 
Bart, president; Matthew Fenske, vice- 
president, and Arthur Becker, business 
agent of the employees’ shop union. In 
existence over 20 years, the union is 
the unhindered voice of the workers, 
the management long ago having given 
up the right of “hiring and firing.” 

The Nunn-Bush savings and profit- 
sharing plan, which has nothing what- 
ever to do with the annual salary plan, 
and which provides retirement incomes 
for the employees, is also described in 
the film. 

The company, it is pointed out, con- 


tributes to this fund 50 per cent of its 
net profits after capital requirements. 
This is credited to the accounts of those 
employees who voluntarily pay 5 per 
cent of their salaries to the fund. 

Prof. J. Manley Phelps of Northwest- 
ern University acts as commentator 
throughout. Toward the end, glimpses 
are given of workers’ homes and what 
social security under the plans means 
to the wives and mothers—an idea orig- 
inally taken from an article in The 
Journal. The grand finale presents Dr. 
Stewart Scrimshaw, professor of eco- 
nomics and industrial relations at Mar- 
quette University, who pronounces the 
plan a “magnificent” one. 


J. M. Kelly New Manager 


HARTFORD, CONN.—J. M. Kelly, for- 
mer manager of the A. S. Beck Shop on 
Fifth Avenue, New York City, has been 
named manager of the A. S. Beck Shoe 
Store at 819 Main Street, Hartford. 
Beck’s Hartford store was opened No- 
vember 23, 1934, and attracted general 
attention because of its location on the 
heaviest pedestrian traffic intersection 
in the city, a spot which normally would 
be considered most suitable for a drug 
store or other small unit, large volume 
enterprise. The entire store is air 
conditioned. 


~~ WANTED! 


Every merchant who _ spends 
money for shoe advertising to 
send for this brand new Shoe 
Man’s Manual. 


HOW to MAKE 


YOUR SHOE ADS 
e STAND OUT . 


The fundamental principles of making 
COMPELLING AD-LAYOUTS are 
boiled down to a hand-book of 25 pages. 
Over 120 sketches show how to make 
SMALL ADS STAND OUT in the 
paper. Only $1.00. The only book of 
its kind. 
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1 ‘How to Make Your Shoe Ads Stand 
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) YOU REPEAT YOUR PROFITS WITH 
dips AMERICA’S FINEST NU-MATIC 
i co /&> NURSE’S COMFORT SHOE 
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Style No. 530 
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The greatest shoe ever designed for Nurses. 


| You can walk or stand all day long The patented Nu-Matie shoe with a 
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- : pair of Rohn Nu-Matic nail-less con- a new degree o ‘oot comfort. 
for WITH BATH ui! ai coreneed shoes, dade: eanectalls Cc takes the POUNDING and STRAIN 
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7 Exclusively manufactured by Rohn Nu-Matle Shoe Mfg. Co. 512 W. Floilda St., Milwaukee, Wis. 
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CHOICE SAMPLE ROOMS 
COULON-LA FRANCHE MANAGEMENT 
GEORGE A. TURAIN, General Manager 


NS Ant | Li : ‘a HOTeLTOU Ph AINE The Ideal Place to Stop—Because: 


=] Cor. Tremont and Boylston Sts., Boston, Mass. @ It’s Convenient. Located in the mid-town 
business section, a step from Grand Central 
a4 Station, near important office buildings, Broad- 


way theaters, night clubs, and the fashionable 

shops of Fifth and Madison Avenues. 

@ It’s Distinguished. A modern hostelry that 
H tame combines economical town living with the 














a >< comfort, charm and courtesy of a private home. 
and >< CORONADO @ The Rates are Reasonable 
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LINDELL BLVD. AT SPRING AVE. 

a AT THE BARCLAY BAR—You will 
FAMOUS FOR ITS FOOD find privacy, quiet, courteous service 
; ROOMS FROM 

i} 
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pa and fine liquors. 
52.50 
—— THE BARCLAY, 111 East 48th St., New York 
GARAGE ADJOINING a Geo. W. Lindholm, Manager 


ae THE DIRECTION OF patted TB ats ad 
SR 











When writing advertisers please mention Boot and Shoe Recorder 






























































Women's Shoes 


LUMBARD **voen5°° 


Modern Turn Shoes That Fit 
gee WILL NOT GAP 
Dei Kid, New “SHORT BACK” Lasts 
n oc 
0 STYLES Send for 
Ce is. tN STOCK catalog 11 


LUMBARD SHOE CO. 
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Shoe Trees 
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QUICK PROFIT ITEM - 50 


SIMPLEX SHOE TREES 
SELF ADJUSTING 


A Gentle Squeeze 











Co-eds Respond to 
Match Book Ads 


LINCOLN, Nes.—H. E. Smith, man- 
ager of the women’s shoe section of 
Ben Simon & Sons, struck luck when 
he began giving the college girls 
matches for their smoking rooms. The 
results have been very good. 

“College girls are a peculiar sort 
of customer,” he explains, “They have 
to be interested—and they don’t read 
advertisements. The girls here at the 
University of Nebraska are just like 
any others. So each year just before 
the formal season opens—just about 
now—we make personal visits to every 
sorority house on the University 
Campus and show our wares. 

“That method was fairly successful 
but the best results have been obtained 
by the smallest effort. Last year when 
we made these personal visits we left 
a box of safety matches with our name 
stamped on them for the smoking room 
of each sorority house. The results 
have been amazing. The girls liked 
the idea and thanked us by coming 
and buying their shoes at our store.” 

He continues to say that not only 
do they buy shoes but they give the 
store many more opportunities to show 
shoes. The girls come into the store, 
ask for the matches and then the sales- 
man has another chance to display his 
stock. 

This store tries to maintain a col- 
legiate atmosphere at all times. 
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How Coward Sells High Shoes 


[CONTINUED FROM PAGE 43] 


a boot fitted wider, thus giving more 
foot freedom to the wearer. 

Question: What age women ask for 
high shoes? 

Answer: Those over 50. 

Question: Do you ever suggest high 
shoes to the younger women? 

Answer: Sometimes, but seldom is 
any enthusiasm aroused, even though 
the need is apparent. 

Just why each of the 18 different 
high shoes for women were in the line 
was fully discussed, with the distinct 
fitting qualities of each. A demonstra- 
tion of fitting and selling some of these 
shoes was staged for the benefit of 
some of the newer members of the 
sales staff. Special lasts for the foot 
with the wide ball and narrow heel; 
the foot with the narrow ball and 
wide heel; short back fittings; exten- 
sion heels; bunion and enlarged joints; 
hammer toes; pronated feet; enlarged 
ankles; feet with extra slim ankles, 
those with regular and very large 
ankles; elongations, eversions and in- 
versions. These and many more were 
all gone over at this regular shoe fit- 
ting clinic. 

Perhaps the most startling idea de- 
veloped was the expressed conviction 
of the need for more types of high 
shoes, especially developed for the pres- 
ent generation of younger matrons who 
need the support of boots. These young 
women have feet far different from 
their mothers, in that they are much 
more flexible, so require different lasts 
and patterns from those already de- 
veloped. 

This high shoe business is a very 
important part of the Coward stock. 
Nearly half the men’s shoes bought 
are boots. Four years ago, a dropping 
off was noticed in the sale of boots. 
Now a slight swing toward greater 
purchases is being felt. Each day shoe 
fitters are required to guide a customer 
in making the decision as to whether 
boots or oxfords are the proper thing 
to wear in order to get the greatest 
amount of foot comfort. 

Professional men, doctors and den- 
tists especially, are wearing many more 
high shoes than heretofore. It has 
been demonstrated here again and 
again that a person will pay a few 
dollars extra for the added comfort 
and protection that high shoes in- 
sure without a great deal of argument. 

Coward store men who talk before 
parent-teacher organizations on foot 
health always dwell on the many ad- 
vantages of high shoe wearing by chil- 
dren up to the age of at least seven 
years. Right here, the store manage- 
ment believes, is a wonderful oppor- 
tunity to work great benefits to the 
future well-being of the children, as 
the Coward organization is fully con- 
vineed that if children will wear high 
shoes for a considerable part of the 
time when young, the improved gait 


and posture which they will acquire 
will be carried through the child’s life. 

At these meetings the thought is 
left with the women that if they would 
wear well-fitting high shoes while at- 
tending to their household duties, their 
ankles and feet would be so much 
stronger that the usual foot breakdown 
which occurs in women around 50 years 
old would be avoided. 

High shoe selling is considered so 
important in the Coward organization 
that regular advertisements of these 
shoes appear with consistent regular- 
ity. In the opinion of Advertising Man- 
ager S. Inselbuch, these advertisements 
result in a much more favorable cus- 
tomer reaction. 


Observes 25th Anniversary 


KENOSHA, WIsS.—Observing its 25th 
anniversary in the retail shoe business 
here, Cohn’s, Inc., presented silver 
faced thermometers and tickets to a 
local theater with each shoe purchase. 
The third generation of the Cohn fam- 
ily is now actively engaged in the busi- 
ness, founded by Louis Cohn. Today, 
Seymour Cohn, son of Edward Cohn, 
became the third generation of the 
family to enter the business, becoming 
associated with his father in Wauke- 
gan, Ill. 





THE BOOK FOR 
SHOE MERCHANTS 


2222 RETAILING IDEAS” is NOT 
just another shoe book, but offers th« 
alert shoe merchant 
the best ideas of al- 
most the entire retail- 
ing field for adap- 
tation to his own 
requirements; 4 great 
reminder of important 
details; a time-saver 
that enables you to 
put ideas into action 
from the hour it 
reaches your hands. 
Some of the 39 CHAP- 
TERS: 





Ideas for Shoe Selling, Display 
Stock-keeping 


Advertising Ideas 

Prize, Discount and Gift Ideas 
Unusual and Miscellaneous Ideas 
Management and Economy Ideas 
Merchandising Ideas 
Employer-Employee Ideas ' 
Ideas That Make Stores More Attractive 
Ideas That Attracted Christmas Crowds 
Ideas for Merchants Who Get Together 
Ideas to Attract Children 

Cash, Credit and Collection Ideas 
Anniversary Sale Ideas 

Spring and Summer Ideas 

Voting Contest Ideas 

Mailing List Ideas 

Dollar Day Ideas 

Hosiery Ideas 


337 pages—$3.00 Postpaid 
Please remit with order 
BOOT AND SHOE RECORDER 
239 West 39th St. New York City 
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WAN 


A DEPARTMENT 
WHERE EMPLOYER 
AND EMPLOYEE, 
BUYER AND SELLER 


MEET . 





SALESMEN WANTED 


SALESMEN WANTED 





POSITION WANTED 








Shoe Clerks Desiring Perma- 
nent Connection with Reliable 
Corporation, have openings in 
several cities. Write Glen Bron- 
son, Sales Manager, 710 W. 
Lake, Minneapolis, Minn. 








If your territory is New York State, 
Pennsylvania, Illinois, Wisconsin, lowa 
and Nebraska, you can have the 
fastest-selling slipper line in the coun- 
try. Straight commission. 
THE GEO. N. COHEN CO, 
SLIPPERS AND BEACH SANDALS ALWAYS 
AT LESS 


Sl Reade St. New York City 











ALESMEN Wanted to sell White Nurses 
Shoes with Flexible Soles to Department and 
Chain Stores on commission. Only 4 Samples. 
Morning Glory Slipper Co., Campello, Mass 





WELL-KNOWN Middle West Work Shoe 

Manufacturer, planning changes for next 
season, will consider applications from experi- 
enced men in following territories: Indiana; 
Illinois, exclusive of Chicago; Ohio and East 
Kentucky; Iowa and North Missouri; Kansas; 
South Texas. Give full details of present and 
former connections, shipments, earnings, etc., 
in first letter. Address E-489, care Boot & 
Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 





XPERIENCED shoe salesman wanted to 

sell women’s novelties for western Ohio and 
Indiana and one for Illinois on a strict com- 
mission basis. Address E-513, care Boot & 
Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 





XPERIENCED live-wire salesmen to carry 

an outstanding line of in stock Women’s 
Hy-Styled Novelties, Sport Oxfords and Arch 
shoes to retail for $2.00—$3.00 and $4.00. 
States open—Georgia, Indiana, Ohio, Kentucky, 
Virginia and West Virginia, North and South 
Carolina, Minnesota, Arkansas and Tennessee. 
Prefer men who have been selling footwear in 
these territories and who live in or near the 
territory. Commission basis only, payable weekly 
on all merchandise shipped. No drawing ac 
count until first proven deserving of same. In 
your reply, give age, experience in territory, 
firms represented and amount of sales with 
references. Address E-512, care Boot & Shoe 
Recorder, 1627 Locust St., St. Louis, Mo. 





ATIONALLY known manufacturer building 
sales organization to market outstanding new 
Shoe Polish. Full time or side line. Commis- 
sion. All territories open but New York metro- 
come. 5136 Lancaster Avenue, Philadelphia, 
enna. 





ANTED: Salesmen to carry Line Infants’ 

Prewelts and Men’s Beach Sandals. Com- 
mission basis. The Kepner-Scott Shoe Co., 
Orwigsburg, Pa. 





HOICE TERRITORY OPEN for a side line 

of Women’s ard Growing Girls’ Sport Ox- 
fords, carried in stock to retail at $3 and $3.50. 
On a strictly commission basis. References 
must accompany first letter, or application will 
not be considered. Address E-504, care Boot 
& Shoe Recorder, 239 West 39th Street, New 
York, N. Y 





XPERIENCED shoe salesman with an estab- 

lished trade in the following states: Texas, 
Oklahoma, Louisiana, Mississippi, Kansas. Wo- 
men’s novelty shoes to retail $2 to $4. Give 
references. Barack Shoe Co., 1301 Washington 
Ave., St. Louis, Mo. 





ALESMAN—with established following also 

general line experience, Men’s, Women’s, 
Children’s shoes for following _ territories: 
Western Ohio, North Eastern Illinois, South 
Eastern—North Eastern—also Northern Indiana. 
West Tennessee-—-Southern Michigan—North 
West Nebraska—North Eastern Nebraska—Cen- 
tral Louisiana—North West Pennsylvania—-Cen- 
tral Kentucky—North East North Carolina. Only 
successful men now working territories desired. 
Do not waste your time unless you have all 
necessary qualifications. Address E-514. care 
Boot & Shoe Recorder, 239 West 39th Street, 
New York, N. Y 





ALESMAN with good reputation and follow- 

ing desired for Florida and Georgia. Also 
one for Pennsylvania. Up to the minute line 
of Women's Novelty and Spectator Sport shoes 
to retail for $2.00 and $3.00. Address E-516, 
care Boot & Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 





HOE salesman to handle fast selling line of 

shoe ornaments as side line, good opportunity, 
commission basis, state references and territory 
in first letter. Address E-517, care Boot & 
Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 





ANTED: Excellent opportunity for salesmen 

to represent a prominent manufacturer of 
Women’s popular priced Slippers and Shoes. 
Only those with substantial following in_ the 
West need apply. P. O. Box M—South Nor- 
walk, Conn. 





BILLING CLERK AVAILABLE 


Nine years’ experience. Well versed 
in secretarial work. Open for posi- 
tion in or around New York City. Best 
of references. 
Address E-510, Care 
BOOT & SHOE RECORDER 
239 West 39th Street, New York, N. Y. 











OUNG MAN-—31 years old, married, 14 
” years’ experience in shoe business as expert 
in packing, shipping, receiving, stock managing, 
floor selling, return goods credit managing, 
sales managing, outside selling, credit, collec- 
tions and buying. Has connections with Resi- 
dent buying offices and can manage retail store 
or shoe department or buy for independent or 
chain stores. Also a Notary Public. Will ac- 
cept a line to sell on drawing account or any 
of above positions. Has a thorough knowledge 
of whole shoe business, best of references and 
only asks a fair salary. Address E-520, care 
Boot & Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 


SHOE Salesman, experience 15 years’ selling 
Ladies’, Men’s and Children’s. Expert fitter, 
can trim windows, write cards, will consider any 
reasonable offer. Al references. Will go any- 
where. Maurice M. Finker, 600 West 164th St. 
Apt. 54, N. Y. C. 








FOR SALE 


OR SALE—SHOE STORE. The Vusenbury 

Company, Inc., 3 State Street, Auburn, N. Y 
Established 25 years, selling ‘“‘better grade” 
Shoes, Hosiery, Luggage. _ always en- 
joyed the reputation for quality merchandise. 
Featuring Men’s Stetsons and _ Bostonians. 
Women’s Menihans, and Marshall Meadows & 
Stewart. Stock and Fixtures inventory around 
$20,000. Sealed bids on forms issued at the 
store office, or mailed upon request. Only 
those will be recognized. Business history ob- 
tained locally or through Dun-Bradstreet. Bids, 
received from Dec. 26 to Dec. 30 at 1 p. m, 
opened 15 minutes later. Stock may be seen 
during business hours or by appointment. Ex- 
cellent opportunity for those desiring an estab- 
lished business. Reason for selling: Advanced 
age and ill health. 














WANTED TO PURCHASE 


SHOE STORE WANTED. Buyer desires 
established shoe store with stock. Will lease 
premises. Address E-515, care Boot & Shoe 
Recorder, 239 West 39th Street, New York, 
N.Y. 


aN. 








mum charge 75 cents. 
When a box number is desire 
address should be counted. 








CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. 
For all other classified advertisements the rate is 7 cents per word. Minimum charge, $1.25. 
d twelve words should be added for the address. In all other cases each word of the 


The rate for all display classified advertisements is $5.00 an inch with a maximum of 45 words. 


Classified advertising is payable in advance. 
eS Advertisements for this page must be in our New York office on Friday of the week preceding publication. “gf 


Mini- 
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LINE WANTED WANTED TO PURCHASE MERCHANTS NEEDS 


INE bee oer FOR og eae. WE BUY 
pay om ag ar Wedeel ter oe ree - mative 7 Sm lus Vi holecnie and - T H E D U N D E 
desirous of securing a good line of women’s or Walk Over "Secchaie Enuadettich. Vitel. SHOE RESHAPING MACHINE 
men’s shoes for the coming season. Has good ity, Arch’ Preserver, ’ Queen Quality, Bos- a a ‘ 
acquaintance with important buyers and can tonians, Stetson, Red Cross, Nunn Bush, Ete. is a necessity to every retailer. 
make good on a line that is well built, well IRVIN RUBIN Practical and economical. More than 
styled and properly priced. Best of references <The House of Jobs” pays for itself within a very short time. 
furnished. Address E-519, care Boot & Shoe 89 Reade St. Cor. Church Eliminates gapping, slipping at heels, 
Recorder, 239 West 39th Street, New York, Phone Barclay 7-7887 New York City cost of rebinding and many other fitting 
N. Y. evils. Endorsed by leading retailers 
throughout the country who wonder 
how they ever got along without this 


machine. 
oe See CASH FOR BRANDED SHOES e 


FOR RENT SHOE DEPARTMENT —BAR- RETAIL OR FACTORY STOCKS 
GAIN SEMENT— I VE AIN “ é 

STREET STORE FULLY EQUIPPED IM. Sete tune hie toe a 
M oy ro —)} ’S, 
9977 MAIN STREET, HARTFORD, CON- BARIS SHOE COMPANY, Ine. 
NECTICUT. 79 READE STREET, NEW YORK 
Telephone: WORTH 2-5180, 5181 





























BUSINESS OPPORTUNITY 











Buyers of Surplus Stocks 
YOU CAN HAVE A BUSINESS PRO- We will buy surplus or entire steeme of shoes 
FESSION OF YOUR OWN and earn big CE eS UATe te enna 

income in service fees. A new system of 
toot correction; readily learned ba any KIRSCH-BLACHER CO.., Inc. 

one at home in a few weeks. Easy terms 

for training; openings everywhere with 106 Duane St. Now York no : . 
all the trade you can attend to. No capi- Phone WOrth 2-5377 and 5378 tiene siesta tale 

tal required or goods to buy; no agency Mahe ew : pon eh 

or soliciting. Established 1894. Address achine a * and iron... 
Stephenson Laboratory, 21 Back Bay, Hand iron only 









































ied, 14 Boston, Mass. f.o.b. New York City 

. expert Li 

naging, MERCHANTS’ NEEDS Ask for Descriptive terature 

—™~ HOE — with $1,000 capital can obtain DUNDE SHOE RESHAPING DEVICES, INC. 
collec- substantial interest in a corrective shoe de- 

h Resi- partment in Washington, D. C. Owner has 13 EAST 37th ST. NEW YORK, N. Y. 





il store other interests. Only one with good reference 


dent or need apply. Address E-518, care Boot & Shoe @ 
Vill ac- Recorder, 239 West 39th Street, New York, ‘ 
NY. 


or any 


owledge 
ma MAKE MONEY AXTURES 




















Street, — 
Become a Foot Comfort Specialist. Learn by mail. Again SEGALL & SONS Toke s The Original 
mailing Bi field. — car Gun Teenie Weekes the Lead by Presenting Display F SHOE SHRIN R 
selling S nerd. se ! } KE 
+t fitter, ee ee ee ee oe ; Equipment in the Newest of AY 
der any ans material to make working sample. Write g pr pwabalineetpncgt c \ Th Sh » 
go any: Z g e@ Shoe Doctor 
4th St., FEATHERLITE FOOT SERVICE Will Find Most Agreeable. \ Set; ten tte 
100 S. Washington St. Tiffin, Ohio P A special folder. has == . 
6 : 
been prepared. Please ask with 
us to mail you a copy Prepared Fluid 
senbury a), . 923 Arch St., Philadelphia $15.00 Shrinks Leather or 


N.Y. | — Guaranteed One Year = Fabric Shoes Per- 
fectly. Makes Sales. 
Stops Refunds. Makes a Perfect Fit to 
Dr. Pyle Foot Oscillator Shoes That Slip at the Heels or Gap 


improves impaired or sluggish circulation by imparting at Sides. Simple and Easy to Operate. 
to the soles of the feet soothing, invigorating oscilla- 


. timulat rve e ° 
‘audnele:’ lename aie Write for More Information 
the feet; 











terminals; 
culation 


breaks up adhesions. 
Eat teat eae E. C. SMELTZER CO. 
akes ng easier an 
ee. See ee 2 121 E. 51st St., Indianapolis, Ind. 
and prestige. Now in use x 
by leading department 


Americans are proud of the in- UL Ay 
dustrial achievements that have Full details on request. 
made their brawn, courage and 
ingenuity world famous. The 
chief disease which threatens 
that supremacy is tuberculosis. 
It is the greatest cause of death 
between the ages of 15 and 45. 
Help protect American man 
power from this enemy by pur- 
chasing the Christmas Seals that 
fight it all year round. The seals 
you buy today may save your life 
tomorrow. 




















B U Y 10% om apn or Belen Fi as Lag = | 

Cc mercial references. perating cos less) than “ 
CHR ISTMA Ss oat ros hour, 110 volt, A.C. Full details on request. Set ser fy 
SEALS Sold on satisfaction or money refunded guarantee informative folder that tells 
The National, State and Vi-Ped-Ex Company, 63 Chamber of C Bidg., a very desirable oa wit ny profitable 
Local Tuberculosis Associa- Los Angeles, California trade. Write SELVA & SONS, Inc., Dept. 
tions of the United States “B,” 1607 Broadway, N. Y. 
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To 
Our Advertisers In This Issue 





Novel Display Draws Attention 


Decatur, I1u.—When Rosenberg’s, 
at 125 S. Water Street, since 1898, 
opened their new store at 445 N. Water 
Street, recently, one of the features of 
the opening centered about a shoe 
frozen in a cake of ice. 

The demonstration was designed to 
prove the quality of a certain brand 
of shoes, and the way it was staged 
created great interest. On the day of 
the opening, crowds gathered at the 
store, in response to newspaper ad- 
vertisements and watched the unload- 
ing of a huge cake of ice, in which the 
shoe was imbedded. 

The ice was braced in its place on 
the sidewalk in front of the store. 

A placard was fastened above it say- 
ing that a pair of Wolverine Shoes 
would be given free to the person 
guessing nearest to the exact time re- 
quired for the cake of ice to melt. 

Interested parties were requested to 
make their estimate on entry blanks 
provided in the store. It was not neces- 
sary to make a purchase to participate 
in the contest. A useful souvenir was 
given to all persons coming into the 
store. 

In commenting on the idea, Ben G. 
Miller, manager, said: 

“The shoe frozen in the ice, and its 
mate standing on the top of the cake 
of ice, certainly stopped people and cen- 
tered their attention on the novel dem- 
onstration. The urge to try their hand 
at guessing the melting time of the ice, 
brought people into the store, where 
valuable contacts were made, and 
numerous sales resulted.” 






























Ocean Leather Corp. 
Leases Tannery 


NEWARK, N. J.—The entire tannery 
property at 26-52 Garden Street has 
been leased to the Ocean Leather Cor- 
poration. The lease is for a term of 
years. 

The tannery was formerly occupied 
by the Kaufherr Leather Co. The plot 
comprises an area of 117,000 sq. ft. 
and the various one, two and three- 
story buildings have an area in excess 
of 100,000 sq. ft. 

The plant is fully equipped and 
alterations and improvements are un- 
der way. The new tenant will start 
operations shortly after the first of the 
new year. 
















at present located at 420 Frelinghuysen 
Avenue, Newark, in a part of the Gen- 
eral Leather Company’s property. 







The Ocean Leather Corporation is, 
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THAT BRINGS YOUR CUSTOMERS BACK 


. .. and a trip thru our factory would show how these A i A | N —— 


“in-built” values go into the shoe. “Kali-sten-iks” are 
. 60 made to a definite standard of value and merit. They 
. 5I are a Capital Asset for Your Store, and if you are inter- AND AGAIN— 


ested in grading up we invite you to write us. 


37 AT THE BOSTON SHOW 
. 68 the “Kali-sten-iks”’ line 
will be displayed , TAADE MARR ACG US PAT OFF 
63 IN ROOM 242 .... PARKER HOUSE 
JOHN M. AHEARN, OUR NEW ENGLAND 
REPRESENTATIVE, IN ATTENDANCE On Display . . . . Room 601 
PALMER HOUSE 
59 THE GILBERT SHOE CO. Chicago, January 6, 7, 8, 9 
16g THIENSVILLE, WISCONSIN during the NATIONAL SHOE FAIR 


New York, 541 Marbridge Bldg. Los Angeles, Hayward Hotel Those in attendance 
. 63 A. P. Wilson .. C. J. Plautz 
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Number Eleven of a series of thoughts entitled 


* 


Let's race the Facts 


The Great Deception: to sell 
something on its looks that 
looks to be what it isn’t 


% Shoes are bought for what they appear to be and when 


they appear to be leather, they should be leather and not have shoddy substitutes built 
into their hidden parts. 


% We have believed in this principle all through the years 
and at this moment we are more firmly convinced of its soundness than ever before. Star 


Brand shoes are all-leather shoes. 


% Not once in the history of our business have we lowered 
the quality standards of our shoes to meet a temporary price condition. 


% We, like every other manufacturer, are confronted from 
time to time with fluctuating markets—and when costs rise, our prices rise—but our qual- 


ity does not go down. 


% Star Brand shoes are built to fixed quality standards with 
changing prices if necessary, and not to fixed popular retail price scales with shifting 
quality. We stick to quality and let the price fall where it must. 


% Isn’t that the sound way? 


“Star Brand Shoes Are Better’ 





ROBERTS,.JOHNSONS RAND 


Pwo geval — a Granch of international Shoe Co. 
IT WILL PAY YOU. ST. LOUIS MISSOURI 
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AMprPY yeEls 


keep the twist out of backseams 


With Spaulding Counters in your shoes you have two silent salesmen working constantly on 
every customer, insuring “Happy Heels.”’ Put them to work on your force. They'll keep the 
backseams straight as a plumb line—for the entire life of your shoes. 





There’s no excuse for twisted backseams—and the way to avoid them is to order your shoes 
with Spaulding Counters. Spaulding Counters are moulded on steel lasts that are duplicates of 
your lasts—they’ll fit exactly. Their fibre is denser, closer knit—they’ll hold their shape 
indefinitely. Their finely tapered edge lies flat under the thinnest of leathers. 


Spaulding Counters assure straight Poor-fitting counters mean twisted back- 
backseams—perfect balance—longer seams—an unbalanced shoe — rundown 
wear—because they’re made to fit! heels and repair bills for your customers. 











PAULDING 


Counters 


“Wnade in North Rochester, N. H. 





NO OTHER PART OF THE SHOE MEANS SO MUCH ...AND COSTS $0 LITTLE 


When writing advertisers please mention Boot and Shoe Recorder 











‘“Silent and Sots 
BUT 


THERE'S AN 
ENDICOTT -JOHNSON 


(Producl 


me) 
EVERY SHOE STORE 
IN AMERICA 





2001 — Goodyear Welt — 
Girls’ Smoke Elk Sno- 
Boot, Moccasin Style 
Vamp, Sport Sole. Sizes 
3/9, Widths A, B, C, 
$2.15 


1200 — McKay Goodyear 
2002—Goodyear Welt—Girls’ Stitched—Girls’ Smoke E 
Sno-Boot, Moccasin 
Style Vamp, Sole. Les Vamp, 
3/9 Widths A, B, C...$2.15 2%/9 


1202— McKay Goodyear 
Stitched — Girls’ White 
Elk Sno-Boot, Moccasin 
Style Vamp, Sport Sole. 
Sizes 2%4/9 $1.75 


1203 — Same in Misses’, 
sizes 12%/2 $1.45 





ENDICOTT - JOHN SOK 
























fee ee ee 
Ofand Slow. Descends the Snow’’ 


JT+ENDICOTT-JOHNSON 


SNO-BOOT SALES 
i ARE GOING UP! 





America’s finest wintertime footwear ... snug, 
warm, well made and very good to look at! 
Endicott-Johnson Sno-Boots provide perfect storm 
protection for the whole family. They're ideal for 
winter hikes, sleigh-riding, snowball fights and 
shoveling the path. Strong, sturdy and damp- 
proof, they keep out wintry wind and weather. 
Endicott-Johnson Sno-Boots are splendid snow- 
time sellers. Order them from our efficient IN- 
STOCK department for immediate delivery. 





Style 2662 — Stitchdown — Girls’ 
Sti Ss : Elk Sno-Boot, Cord 
$I. a Stitched Imitation Moccasin 
fitts "= Vamp, Rubber Sole, Leather 


Heel, Rubber Top Lift. Sizes 
2146/9 $1.45 






sogp tome in Misses’, 
1144/2 


sizes 
$1.30 















-. — Stitchdown — Girls’ 
Sm Elk Sno-Boot, Cord 
Stitched Imitation Moccasin 

Rubber Sole, Leather 
Heel "Rubber Top Lift, Sizes 
24%/9 $1.45 


<> 







2 name in Misses’, 
11%/2 


Sizes 
$1.30 






6612 — Same ’s, 
Bees WENGE be cnsenes $1.20 


NDICOTT, NY kework cry 
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Y 
be FINE SHOES 


made by a 


MODERN METHOD 


Many leading manufac- 





turers of quality footwear 
are producing Silhouwelts 


in smart new designs. 


They offer unsurpassed 





values to the wearer and a 





real business building op- 


portunity to the merchant. fr 


SILAFOQUWELTS 


3 SP 


















UNITED SHOE MACHINERY CORPORATION a 


BOSTON, MASSACHUSETTS 
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STREETSHU 
SNAP 
FASTENED 
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CONRAD 
Teesenlé 


The STREAMLINER 


Conrad DA-FLEX created and styled . . . revolutionary 
in construction . . . amazing in flexibility and ease 

. with an established retail price of $5. That’s the 
Conrad “Streamliner”’ ! 


The sizing up styles in stock. 


Sports and Staples $3.15—5%—10 Days 


Will be on display at Chicago, Palmer House, Rooms 
No. 839 and No. 840, January 6, 7, 8, and 9, 1936. 
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